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* Advertising Gets 18 Cents a Week Out of Family Food Expenditures 


) @ x Advertising Campaigns — The Scratch-Pad — Significant Trends — Tips 


g you If you want to know whether your New York 
hav advertising is working the right side of the street, try this 
experiment some time. Try buying what you're trying to sell. 
It may be a revelation to you! oe ¢ 


Try buying coffee, for instance. Say Chase & Sanborn’s. 
Here is a popular, medium-priced product, advertised for 
years in all major media. You'd think it could be bought in 


every grocery store in the country. 


But actually, you will find in New York that only five stores 
out of ten in low-income neighborhoods carry it. In medium- 
income neighborhoods, nine stores out of ten carry it. In 


high-income neighborhoods, every store carries it.* 


There’s a simple reason for this. Distribution follows the 
market. No market, no distribution. Good market, good dis- 
tribution. Distribution is a key to New York’s best-buying 
neighborhoods... a guide that will help you concentrate your 
advertising where it does the most good—among New York's 


above-average-income families. 


New York’s above-average-income families comprise a major 
volume market. Easiest and least expensive to sell, they com- 
prise your most profitable volume market. The New York 
Times concentrates advertising in this market so that adver- 


tising can concentrate on the business of selling-for-profit. 


The New York Times 


“ALL THE NEWS THAT'S FIT TO PRINT" & 4 
CHICAGO.+ BOSTON: DETROIT 


* Facts from our Market Research Department's study of retail 
coffee sales in New York City, available, as are other studies in 
the grocery and drug fields, to interested executives upon request. 


Tats WEEK MAGAZINE 


ANNOUNCES 


beginning September 3 1939 the 
SAN FRANCISCO CHRONICLE 
will jou us Loup of member 


newspapers 


Here is another important step in THIS WEEK’S steady growth 
in market coverage and circulation. 


San Francisco is America’s fifth largest wholesale market, and 
does an annual retail business of over $600,000,000. It is a 
worthy addition to THIS WEEK’S present group of big-city 


markets, which already takes in the lion’s share of America’s 
sales volume. 


Rates and information gladly given on request. 
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Thank You, Nurse 


If a hospital nurse hadn't served alleged “clam chowder” to a 
man encased for 16 weeks in a plaster cast from feet to chest, 
there would he no Cape Cod Cooks, Inc., in Middleboro, Mass 
And a whole line of New England delicacies for the joyous 
sustenance of man wouldn't be on the market. 


The patient was William C. Waugh, who in the doleful yeat 
1°30 had separated from his five-hgure salary as sales manager of 
a Remington Rand national division. Unable to make another 
connection, he had started to paint his Summer home at Middle- 
boro when he fell and broke his hip. Surgeons told him he would 
never walk again 


They were wrong, but he didn't know that then. He felt blu: 
(as who wouldn't) and the hospital clam chowder didn’t relieve 
his low spirits. It was blasphemy to a palate that had tasted Mrs. 
Waugh's chowder. However, the essence of dishwater gave him 
an idea: People ought to like flavorsome chowder made by a 
time-tested recipe. 


Later when he had discarded crutches and canes—confuting the 
doctors’ predictions—Mr, Waugh and his wife made ten gallons 
of sure-’nuff quahaug chowder. A restaurant and a chain store 
bought it in a waxed container. Demand grew, and he put it in 
cans. Demand kept on growing. 


Gradually other real New England foods were added—baked 
beans, brown bread, Indian pudding, fish cakes, cheese sauce. Fish 
cakes sold moderately until Mr. Waugh decided to call them 
“Fish Pats,” a copyrighted title. Whereupon their sales doubled 
and have kept on growing ever since. Welsh rabbit was re-named 
“Utility Cheez Sauce” because sauce has many uses. 


In time the business expanded beyond the Waugh kitchen and 
Cape Cod Cooks, Inc., was formed and a factory acquired. Some 


} 


People come to goggle and gobble. 


of the largest New England and N. Y. food stores were lined up 
as customers, 


Because large numbers of tourists visit New England, Mr. 
Waugh developed gift packages containing small cans of baked 
beans and brown bread as souvenirs for vacationists to send to 
their friends. A four-panel wrapper provides space for mailing 
address, and the words “Something to remember me by, Just an 
old New England custom, Genuine New England baked beans 
and brown bread.” 


A larger package resembling a sea chest contains a small can 
of each of the company’s six foods. These gifts were sent all 
over the country and brought in scads of complimentary letters 
and orders for full-size cans. 


A Cape Cod cottage has been an excellent demonstration stunt 
for the company. It is built of knotty wood and hand-hewn 
beams, measures 10 by 11 feet, and is fitted with a 109-year old 
clock, a spinning wheel, the cradle in which Mrs. Tom Thumb 
was rocked, and other antiques. 


When the cottage was exhibited at the Brockton Public Market, 
Brockton, Mass., with two girls in attendance giving away samples 
of Cape Cod Cooks’ foods, sales bounded from 108 cases to 480 
cases in two weeks. In addition, the Market took on the full 
line, whereas before it had been carrying only one item. 


The cottage is now doing duty at Cobb, Bates and Yerxa, Bos- 
ton, a subsidiary of S. S. Pierce & Co., after which it will go to 
New York and then to the World’s Fair. By emphasizing authen- 
tic New England atmosphere, and giving away toothsome tid-bits, 
the cottage has proved itself a potent sales-getter. 


Although he thought otherwise at the time, Mr. Waugh now 
admits that the “chowder” he tried to eat in the hospital was not 


so bad. If it had been really good he might never have conceived 
his Bright Idea. 


First Lady of a Revived Lost Art 


In New York’s east sixties, there’s an old brownstone house 
which, from the outside, looks much like the city’s hundreds of 
similar establishments. Inside, however, the house tells a different 
story. Here Marianna von Allesch lives with her Siamese cat, 
Mongo, and conducts a fascinating and. highly successful business 
as the First Lady of the art of glass blowing in this country. 

“Glass blowing,” this slim, wiry little woman with iron-grey 
hair, now in her forties, told SM, “is practically a lost art. There's 
not one glass blower anywhere in my field.” And her field is 
that of blowing delicate glass figures for dozens of uses, among 


them counter and window displays, table decorations, lapel orna- 
ments, et cetera. 


The ct ceteras often turn out to be quite odd. Not long ago 
she was commissioned to “blow’’ a purple cow for the daughter 
of a famous international jeweler. This order meant to Bavarian- 
born Marianna von Allesch (who had never heard of Gellet Bur- 
gcss’ famous quatrain) only that she had a very difficult time 
obtaining the right shade of purple. It mystified her that people 
should laugh when she replied to their queries of what she was 
doing at the moment with, ‘I’m blowing Mrs. Blank’s purple cow.” 


Although she opened her glass blowing studio in this country 
only last Spring she now has with her ten fellow craftsmen whom 
she trained herself in her workshop. On the day we went to her 
studio, one of the men was working over a blistering glass flame, 
shaping a glass tube into a peculiar figure that looked sometimes 
like a stomach. Madam von Allesch explained that it was a stom- 
ach. It had been ordered by the inventor of a new pillow for 
babies. The pillow was designed to permit food to rest properly 
in the stomach while the baby is sleeping, thereby eliminating the 
formation of gases and the subsequent midnight cries which mean 
junior’s got the colic. To exhibit the position of the food in the 
baby’s stomach while the baby is sleeping, Madam von Allesch’s 
glass stomach was to be placed in a transparent doll which was to 
be used in a demonstration introducing the new pillow. 
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Essex County, New Jer- 
sey (nucleus of the 
Newark market) is the 
eleventh ranking retail 
sales market of the 
country. — Sales Man- 
agement’s Survey of 
Buying Power, April, 
1939. 
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New York, Chicago, 
‘Always Reaches Home” Detroit, San Francisco, 


NEWARK, NEW JERSEY : : 


Newark Evening News 
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INCREASE YOUR SALES 
BY SCIENTIFIC 
QUOTA-SETTING 


SALES MANAGEMENT's exclusive esti- 
mates of 1938 income and retail sales for 
all counties and for all cities above 10,000 
population have just been published. They 
are contained in its annual Survey of Buy- 
ing Power, off the press ten days ago. The 
volume —largest in SM's history—contains 
invaluable information for use in setting 
sales quotas and advertising appropriations. 
Major features — for counties, cities, or 
both — include: 


® Retail sales 

@ Wholesale sales 

@ Passenger car sales 

@ Automobile registrations 

@ Income tax returns 

@ Effective buying income 

@ Newspaper circulations 

@ OAI standard-of-living index 
@ Marketing Pictographs 


@ Some of the above information is also 
given for Canadian provinces and cities 


Extra copies are available now 
Regular paper-bound copies . . $1.00 
Special cloth-bound edition. . . $2.00 


Send your order to 


Seles Manageminit 


420 Lexington Avenue 
New York, New York 


Not much of the glass work you see nowadays is hand blown. 
But machines couldn’t turn out the intricate figures Marianna von 
Allesch and her group of expert craftsmen execute. 


New Yorkers know her glass work best for the elaborate counter 
and window display pieces that she makes for department stores. 
A set of chairs that she blew for Lord & Taylor was one of her 
most ambitious ventures. They are full-sized chairs, all glass, with 
backs and legs of beautifully shaped and curved glass tubes. The 
chair seats are made of myriads of tiny glass baubles, and fringed 
with a lace-work of glass beads. Lord & Taylor used them to 
create a group of dramatic window displays—and a lot of comment 
from sidewalk audiences. 


Another such display piece that has come from her glass blowing 
studio is her giant mosquito, a glass insect three feet long and a 
foot and a half high, which one Manhattan store used to display 
jewelry. Its legs of bent glass tubes and its shiny black glass body 
inake a weird, but effective, picture when hung either with precious 
stones or costume jewelry. 


When women went slightly mad last Fall and began wearing 
such ornaments as miniature gloves, purses, hands, snakes and what 
have you, made of every conceivable material, on their coat lapels, 
Madam von Allesch gave them, via Bonwit Teller and J. Thorpe, 
a collection of tiny glass ornaments. They were excellent sellers 
for both stores. Among other things in the collection were a 
guitar, and a saucily tilted umbrella. 


An interior decorator and designer of textiles and furniture by 
profession, Madam von Allesch has been interested in glass blowing 
all of her career. 


Since coming to this country to work with the architect Eugene 
Schoen, in 1928, Madam von Allesch has styled furniture, rugs, 
textiles, etc., for a number of manufacturers, among them Thonet. 
She also inaugurated the Modern Furniture department of Bloom- 
ingdale’s New York department store. But her chief interest now 
is her glass work. 


In addition to the studio, which is used for creative work and 
display, she has had since January a factory and a staff of 14 for 
quantity production. With these expanded facilities she is able to 
turn out any kind of glass objects similar to those made in Czecho- 
slovakia. Besides making decorative pieces and jewelry free-hand 
with tube glass and solid glass, she is also now working with 
hollow and solid glass for pieces that can be produced in molds in 
large quantity, particularly for cosmetic companies, 


Flash! Great Cat Shoot Ends! 


Sometime last Autumn B. Kuppenheimer & Co., of Chicago, 
clothing manufacturers, announced a “cat shooting” contest. Kup- 
penheimer for a long time had been using a picture of a kitten 
with its head sticking out of an overcoat pocket to advertise its 
Valgora overcoat—“the coat with nine lives.” 


The cat shooting contest was for amateur photographers—just 
friendly shooting. The object, publicity. To get into the contest, 
blanks had to be picked up in Kuppenheimer outlets. The game 
was nation-wide. Picking up the blanks meant increased store 
trafic. Now the cat is out of the bag. See below. 


Mouse Trap: That's 
a suggested caption 
for the prize-winning 
feline photo. It re- 
ceived top honors 
over thousands of en- 
tries. The man who 
said “Watch the 
birdie” was David 
D. Duncan, of Kan- 


sas City. 
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. _ SUSTAINED BUYING POWER 
INSURES INCREASED SALES 
IN KENTUCKIANA 


‘a 1936 1937 - : 


BUYING INCOME 
15 1935 = 100 


—— KENTUCKY nN 
=-=—=—=-UNITED STATES “al \ 


PENDABLE income figures, as estimated by Sales Management, indicate that 
the Louisville market offers excellent sales opportunities. The income per 
family in Louisville for 1938 was 45.2% above the national average and showed 
a decline of less than 2% under 1937 while the national figure fell more than 
12%. Kentuckiana’s sustained farm prosperity and growth in industrial produc- 
tion have contributed greatly to the trade stability in this area. Support your 


sales efforts in this active market with “A”? schedules in... 


Che Courier-Journal 
THE LOUISVILLE TIMES 
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V olu pte, Inc., New York what hundreds of other companies 
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Ever see your name in this light? 


... You may get a swell idea from this spectacular use of a new plastic— 
or these two prize-winners in the Modern Packaging Competition... 


@ Rods of Du Pont “Lucite” methyl methacrylate resin lighted by a row of electric bulbs in the rear—illuminate 
this Hazel-Atlas display. Visitors at the Canners’ Convention and at the recent Packaging Show in New York were 
so interested in this unusual lighting effect that it is to be used again at the Premium Exposition in Chicago 


ODAY, when folks want to do strange and 

spectacular things with lighted displays, 
notice how often they turn to Du Pont 
“Lucite” methyl methacrylate resin. Why? 
Not only because “Lucite” illuminates at- 
tractively, as you see in the picture above 
... but also because “Lucite” actually opens 
up a new field in lighting effects! 

For one thing, a rod of “Lucite” will carry 
light around curves. Just train a light on one 
end of the rod, and it comes out at the other 


> 


with practically no “leakage”’ or heat trans- 


mission .. . no matter how many twists and 
turns it has to go through on the way! Thus 
“Lucite” gives you “‘edge-lighting” effects 
and many others which are as beautiful as 
they are dramatic. 

And yet, striking as “Lucite” lighting ef- 
fects are, they are not nearly so dramatic as 
some of the more work-a-day uses to which 
this crystal-clear, dainty-looking yet tough 
material is being put. 

Du Pont “Lucite” is being used for ear- 
pieces, surgical instruments, and hand mir- 
ror frames, and on automobile instrument 
panels. It is being used for statuettes, for 
fishing reels, and for reflectors to outline 
highways at night. It is being used for some 
of the most unusual display fixtures you’ve 
ever seen . . . fixtures which set the stage for 
your product, instead of grabbing the spot- 
light themselves . . . fixtures in shapes and 
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effects which previously have been impos- 
sible to produce economically 

Yes, and “Lucite” is being used... more 
and more every day .. . for all sorts of other 
products where the warmth and sparkle of 
crystal and the transparency of optical glass 
make a happy combination. Notice, for ex- 
ample, the two unique packages shown on 
this page . . . both of them prize winners in 
the 1938 All-America Package Competition 
conducted by Modern Packaging. 

Doesn't this suggest profitable uses of 


Du Pont “Lucite” in your business too? Bring 
us your problems. Write Du Pont, Plastics 
Department, Arlington, New Jersey. 


@ Four “wells” 
tablets in this prize-winning container of Du Pont 


accommodate four sizes of capsules and 


“Lucite.” Transparency permits the physician to quickly 
note when a re-fill is needed. Kurz-Kasch, Inc. molded 
it for Eli Lilly and Co. (This container took a first 
award in the 1938 All-America Package Competition.) 


@ The transparent lid of this electric shaver package 
makes it a display piece, too. Molded by General Indus- 
tries Co for Berg Johnson, this package won Honorable 
Mention in the 1938 All-America Package Competition, 


Unusual Properties of “Lucite” 


CRYSTAL CLEAR 
LIGHT IN WEIGHT 
PRACTICALLY UNBREAKABLE 
TRANSMITS LIGHT 
CAN BE CUT, SAWED, MACHINED, OR TOOLED 
CAN BE SHAPED UNDER HEAT 


aU PONT 


LUCITE 


REG VU & PAT. OFF 


E. |. DU PONT DE NEMOURS & CO., INC. 
Plastics Department . . . . Arlington, N. J. 
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The avis’ Home yournat is not what you would call a “parlor” 
magazine. It follows women to every part of their homes —and lives. 
It moves whole families to action. It helps menus, make-up, babies, 


furnishings, clothes, homes—yes and good legislation and thinking. 


Countless things happen when the Journal comes out. Each is 

evidence of a vital appeal to people who buy things. And the total 

@ makes a great national force which helps those who buy as well as 
those who sell through Journal advertising. 
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VITAL NEW JOURNALISM FOR TODAY’S WOMEN 
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McGRAW-HILL 
PUBLICATIONS 


AN ADVERTISEMENT TO AID SALESMEN SELLING TO 


INDUSTRY AND BUSINESS 


HEADLINES 


“HOW'S 


Steel Industry will spend 
approximately $126,000,000 
for New Equipment in 1939 


Foreign Aircraft Buying 
Stimulates Parts Business 


Harvester to Spend $3,000,000 
at Milwaukee 


See Immediate Increase in 
Exports to South America 


23 Ships Under Construction 
for U. S. Maritime Commission 


New York Rushes Construction 
on New Air Terminal 


SALES SIGNIFICANCE 
of the Month’s News 


‘The second quarter may be expected to head 
upward—the building industry leading the 
movement. Residential contracts are twice us 
high as a year ago 
tion 


\s long as the construc 
industry is active and is exerting its 
influence on the rest of the economy, the 
higher level of activity ought to hold. 

- Business Week 
Sentiment is divided about 50-50 between 
those who plan to increase inventory during 
the first quarter of 1939 and those who are 
ready to jump quickly if and when demand 
seems tO warrant it. Price advances are an 
additional factor to be watched, and it is 
indicated that the first signs of an upward 
jiggle in prices may bring a rush of distribu- 
tors anxious to replenish stocks before prices 
go still higher. 


— Mill Supplies 


Strong volume of machine tool business in 
February, and increasing number of inquiries 
since, provide bright prospects to machinery 
builders. Warnings have been sent to indus 
tries such as the automotive that machine tool 
deliveries are getting longer because of in- 
creased national buying and of strong orders 
from abroad. rhe stimulating effect of gov- 
ernment buying is being felt in a widening 
circle of metal-working plants as companies 
with direct contracts sublet the manufacture 
of parts. 


— American Machinist 


from current McGraw-Hill Publications —that answer the question: 


BUSINESS?” 


Railroad Buying Increases, 
Southern Pacific Prominent 


65 Revenue Companies Take 
Delivery of 270 Buses During 
January 


New High 
Output 


for World Rayon 


Materials Handling Equipment 
Solves Problems for Textile 


Mills 


Bonneville May Get 
$14,000,000 for 1940 


Furniture Faces Year of Profit 


The manufacturing industries are due for 
better business this year—pump priming will 
go on ata high rate—amendment of Wagner 
Act likely—the wage and hour administrator 
has shown a welcome spirit of cooperation 
with industry—early improvement will result 
from the aggregate of a large number of rela 
tively small improvements in plants. As nevei 
betore, industry realizes that increased costs 
due to higher labor rates, higher prices for 
materials, and more taxes must be offset by 
lowered production costs. Can you help? 

— Factory 


Utility loads growing faster than capacity— 
obsolescence a force in industrial plant build- 
ing—engineers more alert to many small sav 
ings—less “topping” in utilities, more in in- 
dustrial plants—welding leaps the last barrie1 
—diesels continue their upward trend—air 
conditioning becomes a staple. 

— Power 


Market expansion is carrying textiles into 
many novel fields. Cottons, for example, in 
huge quantities, are now heading into such 
services as erosion control—meat covering— 
canal lining—protection against insect infesta- 
tion in drying fruits in orchards. New pro- 
duction facilities must follow. 

— Textile World 


The third PWA construction drive is moving 
15 times faster than previous ones. Work has 
been forced under contract so fast that con- 
struction equipment on hand (much of it 
overworked in active 1938) is inadequate to 
handle the heavy volume of work. New equip- 
ment is needed on fast delivery schedules. 

— Engineering News-Record 


7 Y 
The Purpose of 


SALES 


‘The function of this advertise- 
ment is to give to industrial 
salesmen, in 12-minute reading 
time: 


(a) The highlights of in- 
dustrial developments 
and news as they af- 
fect sales. 


(b) The answers (in a fac- 
tual, helpful way) to 
the daily-recurring 
question all salesmen 


face: ‘‘How’s busi- 
ness?” 
(c) The current articles 


which industrial sales- 
men can immediately 
profit by reading. 


These services to the selling 
end of industry McGraw-Hill 
is eminently competent to car- 
ry on, by reason of its intimate 
contact with industry through 
140 editors, and its far-flung 
organization of correspondents 
covering the industrial world. 


ec 


Reprints of SALES are avail- 
able to sales executives for dis 
tribution to their sales forces. 


A 


BUYING CAPSULE 


These are the words of an executive 
of the Southern Hosiery Manutfac- 
turers’ Association, as they appear in 


TEXTILE WORLD: 


“After equipment reaches the point of 
obsolescence, competition increases in 
geometrical proportion and the profit 
margin gradually decreases. Observa- 
tion indicates that a really successful 
manufacturer is the one who does not 
hesitate to dispose of his equipment 
when it reaches the point that it can 
no longer be operated at a profit and 
obtain the benefit of the speed and bet- 
ter quality through the installation of 
modern, improved-ty pe machinery.” 
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CLOSE-UPS of current industrial articles 
THAT AFFECT BUYING 
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If you sell to CONSTRUCTION 


Read “Major Projects Pass in Review”, in 
ENGINEERING NEWS-RECORD. Here in 
brief form is reported the status of more than 
100 projects — each costing over one million 


dollars. Water Supply, Sewage Disposal, Flood If you sell MACHINERY 


If you sell LIGHTING EQUIPMENT 


Control, Power and Irrigation, Waterways, Read “Machines for Aircraft” in AMER- | —Did you realize there are 72 outdoor light- 

Land Reclaimation, Bridges, etc. Fach has a ICAN MACHINIST. The story is about ing services that can be sold to industrial 

bearing on business in the immediate terri profiling, forming and assembling of parts companies, commercial customers and for 

tory — perhaps your territory.......... No. 1 | being speeded by the application of improved recreation and sports. ELECTRICAL CON 
| machines, production jigs, special units, shot PRACTING outlines them all and defines the ‘ 
| welding, etc. Since airplane production is sales approach vou can use to sell them. .No.8 
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If you sell PUMPS 


—Read “Larger Power Sales to Oil Refineries” 


in ELECTRICAL WORLD. One utility re- Re — If you sell to AVIATION 
ans a lal ee 

ports sales to refinery of 1,373 h.p., for im- os . : cane 

provements in processes and equipment. In- “Read Ames pene Planes and Engines for 

edits aed : ‘ é If you sell to MACHINE SHOPS 1939” in AVIATION. In this growing indus- 

dications are the gradual replacement of ie: thin aeniaame “a ar ype ada 

steam-driven reciprocating pumps by motor Read “You can Sell Machine Shops” in al ade: gowge pracsesett ~_ : ae ae ri a 

driven centrifugals. Knowing the trend, helps WHOLESALER’'S SALESMAN. It lines up the ~— mag ys ' ce sm aie a a one eg 
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tools, equipment and supplies. You can use places him lots nearer the ordet No. 9 


it as a check to see that you get your full 
share—leaving no stone unturned in digging 
eg ee errs 


If you sell PLASTICS 


Read “New Methods in Plastics’ —in PROD | 
UCT ENGINEERING. Improved lower-cost _ | 


If you sell to ARMAMENT PLANTS 
Read “Why Wars are Won in Factories” 


molding materials, larger-capacity machines  ceemeie ¥ ™ oor Al = RGICAL, EN 
: pe é ers ci, Fie : NEERING. It is written by a patent cour 
and new design methods are opening up new If you sellto PUBLIC WORKS och fae suneaectaiines eimapia os hon, “ 


fields for plastics in mechanical design. This — | 


article gives you two advantages: (a) to know | pred encase: | omen = Oppor miliarity with factory operations and problems 
where metal is being supplanted by plastics _ | — . i“ es, — mene, tunnels, electric : from an unusual practical experience both 
and (b) to know the services where combi- | "80UM5 ane signaling: are today as much a in war and peace, It encompasses the design 
nation metal and plastics are developing new part of the highway as are earthwork, drain and supply of equipment in the light of its 
a .... coherent apriebie Satta ih No. 3 | age and roadway surfacing. Sales opportuni use at the front. If, from his examples of man 


ties in the highway field are growing. Don't ufacturing errors, you select some that may 
overlook them. ‘The above article in EN protect your prospects from difliculties in fill 
GINEERING NEWS-RECORD, points out ing new defense orders — your reading time 
| re No. 7 will be amply repaid... .. 6:66:60 veo te. io 


McGRAW-HILL PUBLISHING CO., INC 
332 West 42nd Street, New York, N. Y 


If you sell ELECTRICAL EQUIPMENT 


“ Ten ee ae . Gentlemen: Without obligati lez se - ) 4 5 
Read the “Adequate Wiring” insert in si 1out obligation, please send me full text on the items checked 


ELECTRICAL WORLD. Inadequate wiring is 


No. 1 Major Projects Pass in Review No. 7 Roadbuilding Offers New 
the bottle-neck that blocks sales of equipment 


No. 2 Larger Power Sales to Oil Refineries Opportunities 


to factories, and appliances to homes. ‘This No. 3 New Methods in Plastics No. 8 Lighting Equipment 

3 Adequate Wiring No. 9. American Planes and Engines for 
successful results of the drive, and will show No. 5. Machines for Aircraft 1939 
you how to tie in with utility work to your No. 6. You Can Sell Machine Shops No. 10. Why Wars Are Won in Factories 
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Lost Mi New York?. .. We've helped 


many a good product find a good home—and a good sale— 
here... We know the market first hand, and all the good 
outlets, (have groceries and drug stores listed by usable routes) 
... And all the good dealers know the Journal-American, 
and what it can do for a good brand in this market. . . 


Because good advertising. In a newspaper as good as the 


Journal-American . . . with 600,000 circulation, going to a 
good quarter of the best market in the country... will keep 


any good product from getting lost on lower shelves, in 
back rooms. in jobbers’ warehouses. and in the customers’ 
consciousness! .. . Phe Journal-American finds customers, 
builds dealer preference. brings sales increases, steps up 
turnover, puts more black on the sales ledger... It’s been 
working for years and years. and works better today than 
ever... If you aren’t getting the business you should in New 
York. is good business to get the Journal-American on your 
New York list... And if you feel a little lost in New York, 
ask one of the Boone (Rodney, not Daniel) men to show you 


the way ... our way ... and a right and resultful way it is! 


NE W YORK Journal-A merican represented nationally 


ADVERTISING SERVICE, Rodney E. Boone, Gen. Mgr. . . . with Offices in New York 


Pittsburgh ° 


Boston + Rochester + Baltimore + Atlanta - San Francisco + Los Angeles + Seattle 
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Significant ‘Trends 


As seen by the Editors of Sates MANAGEMENT for the fortnight ending April 20, 1939: 


Your salesmen 
these days are 


probably getting 


Where Is 
an all-day meal 


Business Going? °,P<ssimistic 
gs gossip and worry. 
. . As Babson’s 
points out in a recent bulletin, “every nervous pessimist 
seems called upon to relieve his feelings by talking it 
over with the visiting salesman. Even a veteran is likely 
to become infected with gloom and apprehension. When 
the financial pages and news columns show uncertainty, 
realize what your men will be up against. Provide them 
with an advance antidote of calm, sane, constructive truth: 
Facts to combat fears.” 


@ @ @ An analysis of current economic bulletins 
shows that observers with the highest accuracy record for 
calling future turns are not particularly alarmed over the 
situation. The following excerpts may be useful to you in 
preparing salesmen’s bulletins. 


@ @ @ Wall Street Journal, April 10: ‘“Carloadings, 
exceedingly important measure of general business activity 
despite the growth of road transport, make a distinctly 
cheerful showing in the report for the week to April 1. 
The total was 15% above that for the same period of 1938, 
much the largest percentage increase this year. All classes 
of traffic were up substantially except livestock, which suf- 
fered an insignificant decrease. 


@ @ @ ‘If it should prove that the pause in our 
economic recovery of the past month or six weeks is no 
more than a fluctuation, there are sustaining forces to make 
themselves felt when temporary causes of hesitation have 
been removed. Home building will continue to grow, 
stimulated by falling mortgage interest rates and perhaps 
further encouraged by spreading popular resistance to tax 
impositions. Data on heavy construction contract awards 
compiled by the Engineering News-Record show the highest 
weekly average for any March since 1931 and the greatest 
first-quarter total since 1930, as well as a sharp upturn for 
the week ended April 6. ‘Recovery and relief’ appropria- 
tions of Federal and local governments are now reaching 
the practical operations stage.” 


@ @ @ The Hoskins-Dewey Directional Index of 
business: ‘‘ ‘Our factory is receiving cancellations of orders 
from the industry which supplies us with new business. At 
the moment we are manufacturing replacement stock, but 
will soon go on a four-day week,’ a neighbor told me 
Saturday. 


@ @ @ “Users of the Directional Index may hear a 
considerable number of such reports in the next month to 
six weeks. The important thing to keep in mind is that 
such unpleasant news is natural at this stage of the business 
setback which began in December, and that #t does not 
mean that business is again headed for a disastrous reces- 
sion. 


@ @ @ ‘In short, our setback at the present time is 
due to the fact that business had been moving ahead too 
rapidly. As soon as this condition has been corrected, the 
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advance will resume. Meanwhile, most lines of business 
are still well ahead of their position a year ago, and still 
farther ahead of the low points of 1938.” 


@ @ @ The Brookmire Counselor, April 8: “Al- 
though it must be noted that five billion dollars cannot be 
squeezed out of the value of stocks (as in March) without 
repercussions on business, the extent will depend on how 
much vitality the economic situation possesses. 


@ @ @ ‘In a negative sense, it can be said that the 
current period lacks the heavy inventory or inflated credit 
structure which is ordinarily an essential cause of indus- 
trial liquidation. In a more positive sense, strength is 
manifest in: (a) Residential building revival, (b) large 
backlogs of demand for heavy goods, (c) abundant avail- 


able funds and potential credit, (d) record armament 
activity.” 


@ @ @  Babson’s, April 3 and 10: ‘Now that Eng- 
land has definitely promised to back Poland if she fights, 
we are more than ever convinced that no general European 
war will start this Spring. This does not mean that there 
will be no readjustment of the Polish Corridor, including 
Danzig, as this is an abnormal situation which should be 
cleared up. 


@ @ @ ‘France and Mussolini will postpone their 
differences for the present. Neither side wants to fight 
now, especially in view of the clearing Spanish situation. 
Another thing to remember: Although Hitler may have 
promised to help Mussolini in an attempt to control the 
Mediterranean, Mussolini has not promised to help Hitler 
to obtain any more territory than he now has. 


@ @ @ ‘In our judgment—apart from war scares 

the gloom in Wall Street is the culmination of several 
very significant events. These include the conviction of 
Richard Whitney and recently the well-deserved Supreme 
Court appointment of William O. Douglas. Wall Street 
is at last realizing that it is stymied. But why should 
business crawl into a hole simply because Wall Street 1s 
discouraged? We say to clients, forget Wall Street and 
forge ahead. Wall Street is wrong.” 


lf You're an Average American, You 
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@ @ @ A Washington commentator with a large 
following among business men says that the best informed 
Washington opinion, both within and outside the Govern- 
ment, is that another nose-dive of business is definitely 
NOT expected. Business in the second half of this year 
will be better than in the first half, according to this ob- 
server. The lag up to this time probably will be made 
up, and the result for the whole year 1939 is now figured 
only slightly less than it was figured a few months ago. 
Then the industrial production index of the Federal Re- 
serve Board was estimated at around 104 for the 1939 year 
as a whole Now in view of the Spring lag it ts s¢ aled 


down a bit to 101-103. 


@ @ @ H. D. Bennett, president of the Toledo 
Scale Co., in a recent bulletin to salesmen, told them that 
he had just signed final contracts for a new plant and goc 
on to say, A few chronic blues-singers here in Toledo have 
questioned our sanity in going ahead like this. 


@ @ @ ‘Our answer to them is that this is a Go 
Ahead business. It was started when this country was in 
the turmoil of a war. It has grown and prospered to a 
position of international leadership in spite of depressions, 
slumps, wars and rumors of wars; and all other temporary 
We need this new plant. It 
will help us make still better products under better work- 
ing conditions. It will help us render better service for 


negative business factors. 


Our customers. 


@ @ @ ‘It will take some pulling, hauling and 
pushing to pay for it. We will have to sell a lot more 
machines to do it. But we need it. We know we can do 
it. It will cost us a lot more to wait. Why wait? If we 
thought the country was going to pot, we would sell out 
now, and join the calamity crooners. Instead, we're going 
ahead. I suggest that you join us in getting ready for the 
better times that are inevitably ahead. If you wait, you'll 
be left behind. We don’t intend to be. Do you?” 


Watch 
many years the low-priced cars have 


os 
Buick 
been getting an increasingly large share 


of the total market and this achievement of Buick’s must 

go down as a prize example of good merchandising. A 

detailed study of Buick’s sales and advertising plans, and 

its policies and practices on dealer relationships might help 

other sales executives to learn how to check a falling trend 
how to accelerate a rising one. 


Sales of Buick motor cars during the 
first quarter of 1939 were the largest 
in the history of the company. Sales of 
46,675 units beat the previous record 
first quarter in 1926 by 2,040 cars. For 


@ @ @ The latest 1939 automotive registration fig- 
ures show a total new car gain of 40%, with the low- 
priced cars up 28%, those in the $750-$1,000 factory price 
class up 71%, the $1,000-$1,500 group up 27%, and the 
over-$1,500 group up 33%. 


@ @ @ This is also a greatly improved year for the 
makers and distributors of household electric refrigerators. 
Sales for the first two months of this year were 348,636 
units as against only 250,078 last year. 


@ @ @ One of the bright spots about the farm sit- 
uation is that during the last ten years the interest charges 
of farmers have been cut in half, with the result that mar- 
ketings don’t have to be nearly as great as in ’29 to pro- 
duce greater spending power in farm pockets. 
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Cotton Industry Begins 
to Fight for Markets 


King Cotton is beginning to fight to regain some 
of his lost domain. With the eighth annual ob- 
-ervance of National Cotton Week, May 22-27, the 
cotton industry will run its first cooperative, 
nation-wide, paid-space consumer campaign. 

Cotton is a major business. The value of U. 5. 
cotton, at the farm, has been, on occasion, above 
two billion dollars. Except for corn and possibly 
wheat, it is the most valuable of all U. S. crops. 

Cotton provide. the livelihood of scores of 
thousands of growers in 19 states, and the liveli- 
hood of thousand. of other businesse-—ginners, 
weavers, spinners, ete. Not to mention thousands 
of stores. 

But despite the faet that cotton production 
lately has been only half what it was a decade 
ago, the industry has faced mounting sales prob- 
lems. Export markets have dwindled. Other tex- 
tiles have assumed many of cotton’. uses here. 

To rehabilitate its markets, the industry formed 
the Cotton-Textile Institute, and, this year, the 
National Cotton Council. Both have modest 
budgets. Both are trying to do a lot with a little. 
But both are making progress. 

Next month—in-tead of relying, as heretofore, 
only on stores or individual national advertisers 
for promotion—the council and the institute will 
get together to spend money jointly in consumer 
advertising, as the first step to restore King Cotton 
to his throne. 

It is only a step. A very small step. The entire 
budget for all purposes of institute and council 
combined is only a small fraction of 1% of the 
annual sales volume of the cotton industry. 

But it is a step in the right direction. 

It is a course which should be vigorously pur- 
sued and developed. 

And a course which wool, silk and rayon—also 
disorganized and lacking in aggressive group pro- 
motion—might wisely follow. 


Makers of most drug prod- 
ucts and practically all pack- 
aged foods will be i eet 
by the new regulations of the 

Food and Drug Administra- 
CONSUMETS tion, shich are scheduled to 

go into effect June 25. Manu- 
facturers and distributors will be responsible for placing 
on the label the ingredients of the product and the manner 
and quantity of the drug or food to be used. 


Protecting 


@ @ @ Manufacturers of certain drugs, for ex- 
ample, will actually have to warn users against too many 
doses or against use when the consumer is suffering from 
certain pathological conditions. A laxative, for instance, 
must carry a warning that it should not be used in cases 
of severe stomach pains or where vomiting has occurred. 
Representative Lea will introduce legislation designed to 
delay the effective date to January 1, 1940. 


@ @ @ According to a survey made by the Metro- 
politan Life Insurance Co., the composite sales executive 
spends his time in this way: 28% of it in directing the 
sales Organization, 14% in making calls with field men, 
8% in trade relations, 4% in selling personal accounts, 
13% in sales planning and research, 10% in advertising 
and sales promotion, 9% in product merchandising, 8% in 
sales training, 6% in other ways. The May 1 issue of 
SALES MANAGEMENT will contain charts showing how the 
sales departments are organized in more than a score of 
companies. 
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Tomajan Gilman Mittelstadt Kerr 


John S. Tomajan, v.-p. and gen. s.m. of the Washburn Co., Worcester, Mass., succeeds Reginald Washburn as general manager. Mr, 


Washburn will continue as president of the 50-year-old company manufacturing “Androck” kitchenware, houseware, and hardware 


. M. VM. Gilman follows Alvin Macauley as president of Packard Motor Car Co., Detroit. Mr. Macauley is now board chairman. 
Mr. Gilman joined the company 20 years ago as a salesman. (He was a pilot in the U.S. Aviation Corps in the World War.) Succes- 
sively he rose through Packard’s ranks, becoming v.-p. and gen. mgr. in 1934... Harold W. Mittelstadt, formerly merchandise mer., 
has been made sales and merchandise mgr. for all divisions of Bradley Knitting Co., Delavan, Wis. ... John D. Kerr is the new 
v-p. and gen. mgr. of American Fruit Growers, Inc., Pittsburgh. William H. Baggs, who formerly occupied the post, moves up te 
president, and James S. Crutchfield, founder and president, hecomes board chairman. Mr. Kerr was formerly president of Southern 
Pine Chemical Co., and gen. mgr. of the naval stores and soya products division of the Glidden Co., Cleveland. American is the 

largest organization in the world offering retailers and conswners fruits and vegetables under one brand —“Blue Goose.” 


NEWS REEL 


Webster Ashby Lloyd Wilson 


E. J. Webster, former division manager in charge of operations at Kansas City, has been made assistant to A. M. Hughes, v.-p. in 


charge of sales of Phillips Petroleum Co., Bartlesville, Okla... . Bruce Ashby takes the post of director of advertising and sales 
promotion for Jacob Ruppert Brewery, New York. For the past year and a half he has been a sales consultant. In the previous 
six and a half years he was director of sales merchandising and advertising for Postum division of General Foods . .. Dr. Edward 


L. Lloyd, former chief of the Market Data Section of the Bureau of Foreign and Domestic Commerce, joins the staff of A. C. Nielson 
Co., Chicago research organization. While at the Bureau he developed the monthly indices and reports on retail and wholesale sales 
and inventories ... Jos. O. Wilson, who joined Electromaster, Inc., Detroit, the first of the year to handle new product development, 
has been named advertising and sales promotion mgr. of the company. He used to be with Bendix Home Appliances, Inc., South Bend. 


Phot of Mr. Kerr by Parry, Pittshurgh; Mr. 


Webster by J. Alfred Mitchell; Mr. Lloyd by 
Bernie, Evanston. 
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Volupté is as fashion-conscious 
as a Vogue editor ...as nimble 
at getting under the publicity 
spotlight as Grover Whalen 
himself. Its gay be-plumed 
compact (left) was timed to 
coincide with the popularity of 
ostrich-feathered doll-hats: the 
one at right, decorated with a 
map of New York which shows 
the best route to the Fair and 
what to see in Manhattan as 
well, should catch the eye of 
many a tourist souvenir buying- 
bent. Both have had generous 
publicity because they are 
“news.” 


Smart Merchandising and 


ind other novelties, mainly of 

celluloid Five years ago a 
chanyge was inaugurated which revolu 
tionized the character of the business. 
It embodied changing the firm's name 
to Volupté, Inc., and embarking upon 
a policy of turning out fewer items, 
at the same time injecting definite 
fashion appeal into them, and pushing 
them harder. The company also be- 
gan to concern itself seriously with the 
dealer's problem of quick turnover 
and good profits from Volupté mer- 
chandise. 

It had occurred to the firm's execu- 
tives that most of the compacts then 
on the market were pretty stodgy, and 
that women were using them too long 

till they were broken or lost. Why, 
they asked themselves, should one 
compact be used on all occasions and 
kept for as long as three years? Why 
shouldn’t a woman buy ¢hree or four 
in One year? 

As John J. Pollock, the firm’s sales 
manager, expressed it, “Why shouldn't 
a discriminating woman feel that it’s 
as disgraceful to carry a soiled compact 
and powder puff as to be found dead 
in dingy, soiled underwear?” Why 
shouldn’t compacts be topical, tying in 
with this year’s fashions, or better yet, 
this season’s fashions—exactly right 
for the present, but dead as a doornail 
next Autumn, 

Said Mr. Pollock, “If cartwheel 
sailor hats are in, why not cartwheel 
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The marketing policies out- 
lined in this article brought 
Volupte, Inc., more sales 
during the past four years 
than they enjoyed during the 


previous 23. 


Based on an interview with 


JOHN J. POLLOCK 


Sales Manager, Volupté, Inc., 
New York 


compacts? When vegetable ornaments 
are being worn in milady’s lapel, why 
not enameled vegetables on her com- 
pacts?” 

Upon reflection, the idea of putting 
fashion appeal into compacts seemed 
sound, and the firm decided to try it 
out, employing a stylist in Paris to 
furnish advance style information. 
The hunch was a good one, and as a 
result of putting it into effect Volupté 
has sold more compacts in the last four 
years than in the preceding 23. 

Changing the firm’s policy meant a 
great deal more than just turning out 
smarter compacts. For one thing, it 
meant speeding up the tempo of pro- 
duction to the extent of being able ‘‘to 
turn around on a dime,” in order to 
follow fashion trends. 


Fashion 


Tie-ups Multiply Volupte Sales 


OR 22 years Superior Products, 
Inc., made atomizers, compacts 


The primary problem was that of 
attracting the attention of the com- 
pany's chosen outlets, the better de- 
partment stores. It was decided that 
the advertising campaign, handled by 
Abbott Kimball Co., N. Y. agency, 
should be provocative and newsy, 
stressing the fashion angle. The tradi- 
tional method of merchandising it 
would have been sending out Volupté 
salesmen with portfolios containing 
proofs of forthcoming advertisements. 

Departing from this method, the 
company sacrificed the prospect of di- 
rect returns on its first insertions, 
which were run without notice to de- 
partment store buyers. As a result of 
secing these advertisements, which had 
appeared in Vogue and Harper's 
Bazaar, shoppers went to the stores 
and asked for Volupté compacts, but 
found they were not in stock. 

Cock-eyed as the plan may sound, it 
had the desired effect. It made buyers 
curious, and it made them go to the 
makers for the line. When Volupté 
salesmen did go out with proofs of 
forthcoming advertisements, they re- 
ceived a ready hearing, and buyers 
listened attentively to the firm’s theo- 
ries about women buying more com- 
pacts. 

“But it was not enough merely to 
interest buyers in our plan,” said Mr. 
Pollock. “We had to deliver the 
goods—well-designed compacts with 
what I call ‘cosmetic usefulness,’ with 
good hinges and catches, with leak- 
proof powder compartments. Quality 
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was not to be sacrificed to style. One 
of our selling arguments was that of 
negligible repair expense on our line, 
and we had to fulfill this promise.” 

At the suggestion of Mr. Pollock 
(and, in many instances, only after re- 
peated urging), some dealers put in 
special compact sections. The practice 
has now become widespread, not only 
in the largest cities, but in such cities 
as Milwaukee, Baltimore, Toledo and 
Detroit. ‘‘Put the compacts of other 
manufacturers in that department,” he 
urged, “as well as ours.” The idea 
was to make women in general more 
“compact-conscious”; and to enable 
the stores to make more money from 
the entire department, not merely from 
Volupté products. 

With this in mind, he advocated the 
ensemble idea, and Volupté turned out 
comb cases, and cigarette cases to 
match certain compacts, all to be sold 
in these departments. The firm even 
decorated lipsticks to match those 
items. The idea clicked. Naturally, 
the stores liked it, because it increased 
the unit of sale. 

Having pushed Volupté into the 
“fashion item’’ class, it was necessary 
for the company to be sure of a fresh 
fund of timely ideas at all seasons of 
the year. Previously compacts had 
been considered Christmas items, with 
new designs coming out in the Fall; 
Spring selling had been mainly on 
price. Under its new plan, the com- 
pany stressed its Spring line, making 
it as important, from the fashion 
angle, as the Fall line. It also brought 
out new items between seasons, when 
there was a reason for so doing. 
Today only about 20% of the factory's 
output is in staple, black-and-white 
conservative models. Even in the $1 
numbers—still the big sellers—there is 
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The devastating damsel at the 
left holds Volupté’s “Flag- 
Waver” compact — a_ shining 
square of black enamel deco- 
rated with many-colored flags 
of all nations—another smart 
tie-up with the Fair, and bright 
bait for the  souvenir-buyer. 
The “Cartwheel” (right) cashes 
in on the popularity of the hat 
for which it is named. And 
the four lovely ladies on these 
pages illustrate one technique 
for prompting the press to print 
the pictures of your wares. 


definite style appeal. Volume is in 
the $1-$3 range, but some Fall num- 
bers retail at from $25 to $30 apiece. 
Within the last four years, the propor- 
tion of cigarette cases sold with match- 
ing compacts has increased from a 
ratio of 1-12 to 5-12. 

“Ideas are our stock in trade,” said 
Sales Manager Pollock, ‘‘and we get 
them from everywhere. We have our 
own designers, but I never refuse to 
see any outsider who offers ideas. One 
of our best lines—a mother-of-pearl 
compact—-was born of a conference 
with a button salesman.” If Louis 
Quatorze becomes the rage next 
month, Volupté will be ready to swing 
into action. The company has on file 
reproductions of every picture in the 
Louvre, a library of designs of dozens 
of snuff boxes, and a set of copies of 
all the metal dance programs of the 
Middle Ages still extant. 

It is the Volupté policy to play 
fair with outside designers. They 
know that when the firm rejects a cer- 
tain design, it won’t bring out an 
adaptation of it several months later. 
Mr. Pollock often sends designers to 
competitors who might, he believes, be 
likely to want their work. Through 
such a policy he has won the confi- 
dence of stores, who regularly send to 
him designers with ideas for sale. 

The company has learned to follow 
style trends rather than to anticipate 
them. Something worn in Paris now 
may not reach our shores till next sea- 
son. Volupté is ready to launch a 
compact in that fashion as soon as it 
reaches us, but not sooner; if brought 
out this season, it might attain only 
mild acceptance, yet kill the market it 
might otherwise enjoy next year. 

Though not in the cosmetic busi- 
ness, Volupté executives decided about 


a year and a half ago to bring out a 
lipstick merchandised in the same pro- 
vocative, attention-getting manner that 
had worked so well with compacts. 

The product was accordingly manu- 
factured in two finishes—-one highly 
lustrous, for the Hollywood, glamour- 
gitl type; the other ‘‘sheen-less,” for 
the discreet, aristocratic type. The first 
was called ‘“H,” for “Hussy.” The 
second was called “L,” for “Lady.” 
From the start, the contrast between 
the two types has been emphasized in 
all advertising for the product. 

According to Mr. Pollock, the firm’s 
experience with lipstick has been 
illuminating. He knows now that the 
average woman cares little about being 
considered a lady, but she adores being 
identified with Joan Crawford or Hedy 
Lamarr. “I have overheard an impres- 
sive dowager at the toiletries’ counter 
of a Fifth Avenue store saying, ‘T’ll 
take ‘Hussy,’ of course! All my life 
I've wanted to be a hussy.’’’ Hussy 
has outsold Lady ten to two. 

“When we started planning the lip- 
stick advertising campaign, I suggested 
emphasizing the contrast between the 
two types—at the same time following 
our ‘provocative’ line—by printing 
half of the copy and the photograph 
of the ‘Lady’ upside down. ‘You can't 
do it; that’s not according to Hoyle,’ 
said the agency man.’ ‘Who the hell 
is Hoyle?’ I asked. ‘We'll write a new 
book of Hoyle.’ ”’ 

He knew all the arguments against 
upside down copy: ‘People won't 
read it,’ “it makes the reader mad,” 
“it's undignified,” and so on. He held 
his ground, and Volupté used—and 
still uses—upside down copy in Vogue 
and Harpers Bazaar. After the first 
insertion appeared two Fifth Avenue 
stores reported that for a period of six 
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weeks Volupté out sold any Other brand 
they carricd 

Phe backbone of Volupté’s advertis- 
ing campaign, 
lipstick, has 


for both compacts and 
been half-page insertions 


in | ve and Harper's Bazaar, with 
occasional excursions into such publi 
cations as | flr Mad moisell and 
The New Yorker. The lipsticks are 


now also being advertised in Photo 


play The campaign is year ‘round, 
except for the months of July and Au- 
gust. National advertising is “mer 


chandised” in the trade press, as, for 
example, through a page in the April 
issue of Todlet Requisies, reproducing 
current “upside down” copy appearing 
in Vogue and Harper's Bazaar, with 
descriptive copy addressed to retailers 
under the headline, “Here’s That 
NEW Volupté Lipstick IDEA Every- 
one’s Talking About.”’ 

In introducing the lipstick, Volupté 
did not rely upon advertising alone to 
put it across Since 1t was not a cos- 
metic house, it was out of the question 
for the firm to put paid demonstrators 
into retail Obviously, it 
needed the cooperation of the stores’ 
regular sales forces. The first step was 


outlets 


to get them to learn about the product. 
Permission was asked and obtained 
from buyers to distribute to salesgirls 
at lipstick counters business reply post- 
cards with itemized descriptions of 
both “H” and “L.”” One-half of the 
card is headed, “Which for you? 
Shiny or Sheen-less Lips? "H,’ a Hussy 
of a Lipstick, is Highly Lustrous, Daz- 
zling. ‘L,’ a Lady of a Lipstick, is 
Delustred, Subdued.” Next comes a 
description of the five shades, Verve, 
Cherise, Intrigue, Torch, Nuance. 


and Influence Salespeople” 


The other half of the card is for the 
salesgirl’s indication of her preference 
in finish (““H" or “L’’) and color, her 
name, address and the name of her 
store. Since the item retails at $1, it 
is not surprising that about 90% of 
those who received the cards wanted 
it; and quite a few buyers filled in 
cards and demanded lipsticks. Prefer- 
ences were, of course, overwhelmingly 
for Hussy. This sampling plan was 
a success because it led the stores’ 
saleswomen to study the product and 
its sales points. 

In merchandising both the compacts 
and lipstick, publicity has been treated 
not as a stepchild, but as an impor- 
tant cog in the Volupté selling wheel. 
Fashion editors are generously supplied 
with photographs of new compacts as 
they come out, and a surprisingly large 
proportion are published 
they are news. 


because 
Abbott Kimball spe- 
cializes in fashion accounts, and the 
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agency’s stylist knows how to put 
across a product through a photograph. 
For example, a compact is shown im 
use, that is, in the hand of the model, 
whose head is also included in the pic- 
ture. There is always a fashion tie-up. 
For instance, when women began to 
wear ostrich feathers on their doll hats, 
Volupté brought out a compact with a 
design of curly ostrich feathers (in 
enamel) on the cover; it was photo- 
graphed with a model wearing a 
doll-sized hat trimmed with ostrich 
feathers. 

The new ‘Flags of All Nations’’ 
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Volupté’s “upside 
down” copy may not 
be according to Hoyle, 
but more conventional 
competitors must 
drool hungrily as they 
watch it push the sales 
eurve of “H” and “L” 
lipsticks up and up. 
The demure and dev- 
ilish heads under the 
crystal globes are 
point-of-sale promo- 
tion for Hussy and 
Lady tying in neatly 
with the ad above. 


compact (tying in with the World's 
Fair) is shown in the white-gloved 
hand of a glamorous model wearing a 
new black toque and a snood holding 
her long bob; the background of the 
photograph is—not flags, but more 
subtly, shadows of flags. A new com- 
pact decorated with a World’s Fair 
map design is shown in the hands of 
a model photographed against a map- 
like tapestry. The model holding a 
cartwheel compact is wearing a cart- 
wheel sailor hat. When the fashion 
world goes floral, there's a photograph 
of a floral compact with a model wear- 
ing flowers in her hair. 

The lipsticks were introduced to the 
fashion press just before Easter last 
year, at a party held at the Coq Rouge 
in New York. For the occasion, B. 
Altman, Fifth Avenue department 
store, lent the giant Panorama Easter 
Egg that had decorated the store’s 
lobby the week before. The sculptor, 
Margit Nilson, made two doll-sized 
mannequins for the inside of the egg, 
one in pink organdie, representing a 
Lady, and one in black satin, for the 
Hussy. Accessories tying in with their 
personalities were grouped about them 

-black lace undies for the Hussy; 
pearls and white kid gloves for the 
Lady. There were live models at the 
party too: Powers beauties represent- 
ing each type. The plan was almost 
too ambitious, as was discovered at the 
last minute. The egg was too large to 
pass through the door of the Coq 
Rouge, but permission was hurriedly 
obtained from Altman’s to saw it in 
half and it was reassembled on its 
turntable just before the first guest 
arrived. 

Volupté believes in the light touch, 
not only for national advertising, but 
also for that addressed to the trade. 
This is also true of communications to 
dealers. A typical mailing piece is a 
folder reproducing suggested adver- 
tisements (for which the firm provides 
mats), that fits into a No. 10 envelope. 
When opened, the sheet discloses this 
message, in red and _ black ink: 
“When you Get Around to Advertis- 

(Continued on page 38) 
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Advertising Campaigns 


Old and New Products as Promoted in Newspapers} 
Magazines, Radio, Trade Papers and Dealer Helps 


But Not Lightly 

“In the Spring a livelier iris changes 
on the burnished dove, in the Spring 
a young man’s fancy lightly turns to 
thoughts of love,” sang Alfred, Lord 
Tennyson many years ago. The first 
part of that sentiment is heartily en- 
dorsed by Tintex dyes division of Park 
& Tilford, N. Y., a company dedi- 
cated to livelier irises on doves, 
kimonas, panties, and whathaveyou. 

Not lightly, Tintex has turned to a 
three-month ad campaign. Weekly 
and semi-weekly insertions until the 
end of June are scheduled for 75 to 
100 newspapers “blanketing the coun- 
try.” The American Weekly, Sim- 
plicity’s Prevue, DuBarry Prevue, spot 
broadcasts three and four times a week 
in 35 to 50 key cities do their bit for 
liveliness 4 la Tintex. Drug and chain 
store trade papers, store and window 
displays are additional. 

Consumers will win free trips to 
the N. Y. World’s Fair or cash equiv- 
alents for an essay—and two box tops 
—on why they use Tintex; and dealers 
compete in a window display contest. 
Charles M. Storm agency, N. Y., is in 
charge. 


Exquisite Blatz 

Blatz Brewing Co., Milwaukee, is 
running half and two-thirds pages in 
Life, Time, Fortune, Liberty, Collier's 
from now ‘til Sept. on Blatz Old 
Heidelberg beer. 

Billboards, posters, | mewspapers, 
point-of-sale material are being pre- 
pared by Henri, Hurst & McDonald, 
Chicago agency, as supplementary aids. 
“Copy is short, emphatic, and to the 
point.” It features Blatz Old Heidel- 
berg as “Milwaukee's most exquisite 
beer.” 


Kraut, Cheese from Wis. 


“Pep up with Kraut’’ and avoid 
Spring fever, Wisconsin sauerkraut 
packers, through the Wisconsin Agri- 
cultural Authority, are advising in a 
state-wide newspaper and radio drive. 
Some 20,000 sales kits containing 
152,000 point-of-sale pieces are being 
distributed to grocers. Last year there 
was a record pack, and they are trying 
to move accumulated stocks. 

A “Diamond Jubilee’ push on 
cheese is also under way, headed by 
a four-color spread in S.E.P., issue of 
April 29. In its 75 years of cheese- 
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making the state has reached the point 
where it now produces 49.9% of the 
nation’s supply. Since 1932 per capita 
consumption has risen 31%. 

To keep up this lick, the W. A. A. 
is passing out 1,500,000 display pieces, 
newspaper and handbill electros. The 
Jubilee will last all year, is being cele- 
brated by cheese distributors from 
c-to-c. 


Safe Drivers 


National Bureau of Casualty and 
Surety Underwriters, composed of 30 
member companies that write auto in- 
surance, has started a series supporting 
the Safe Driver Reward Plan. 

Under the plan ‘‘more than 950,000 
motorists will share in $5,600,000 re- 
wards for safe driving . 15% of 
their annual premium for automobile 
liability insurance,” say pages in 
S.E.P., Collier's, Time, Life, News- 
week. 

Ads are also scheduled in 19 insur- 
ance journals, suggesting to agents and 
brokers how they can share in the 
plan’s benefits. J. Walter Thompson, 
N. Y., has the account. 


Slender Elegance 


Webster-Eisenlohr, Inc., N. Y., has 
begun a newspaper series in N. Y., 
Newark, Philadelphia, Chicago, San 
Francisco, Denver for its Webster 
cigar. It is supplementary to copy in 
Life, Time, Fortune, New Yorker. 

Copy, handled by N. W. Ayer, 
Phila., utilizes one-column layouts to 
emphasize the “slender elegance” of 
the cigar. Illustrations show feminine 
charmers ‘in the company of a good 
cigar.” 

A second campaign for the firm’s 
Henrietta Pops cigar is running in 
papers of Phila., Camden, D. C., Tren- 
ton, Newark. 


All for Baby 


Gerber Products Co., Fremont, 
Mich., has taken the lead in a display 
of related groceries for youngsters dur- 
ing National Baby Week, May 1-7. 

The joint display comprises Gerber 
strained foods and cereal, National 
Biscuit zwicback, graham, and arrow- 
root crackers, Corn Products Karo 
syrup, Junket desserts, Knox gelatin, 
American Fruit Growers Blue Goose 
citrus fruits, Fruit Dispatch bananas, 
Hills Bros. Dromedary orange and 


grapefruit juice, Borden, Carnation, 
and Pet evaporated milk, Procter & 
Gamble Ivory Flakes. 

Salesmen for each company are 
helping grocers arrange the displays 
with their own and the other firms’ 
products, and display men of chains are 
being supplied with display diagrams. 
All participating companies are men- 
tioning the Week in trade and con- 
sumer ads. Gerber (through Federal 
agency, N. Y.), is playing it up in all 
its ads, as well as featuring the related 
display to the trade. 
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GET BEHIND THE HEADLINES 
Exjey Eurgpe 


and form your own opinions 
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MOOS ss backing : | 
RE-CONCEIVED OPINIONS e ta 
ROY W. HOWARD SAYS 


CUNARD WHITE STAR 


Jittery travelers are soothed. 


Oiling the Waters 

When the seas of commerce become 
troubled, wise management pours the 
oil of advertising on them. Con- 
fronted by war and rumors of war in 
Europe, Cunard White Star Line is 
spreading a particularly efficacious 
form of smoother to maintain its pas- 
senger bookings. 

Reproduced is one of a series of ads 
which appeared in 42 newspapers 
throughout the country. “For the first 
three months of ’39, Cunard White 
Star Express-to-Europe bookings are 
25% ahead of last year,” it sets forth. 
It quotes Roy W. Howard, of Scripps- 
Howard papers: 


“Public opinion is more widely informed 
in America than anywhere else. . . To- 
day this glut of information is by way of 
becoming a potential danger. 

“The explanation of this apparent para- 
dox is found in the speed with which the 
facts of European politics become obsoles- 
cent. Too often what was true and logical 
yesterday contains neither truth nor logic 

(Continued on page 40) 
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The West Coast’s Co-op Plan for 


Increasing [Ironing Machine Sales 


Tested in San Jose over a four months’ period, this campaign in- 


creased ironer sales nearly 10% while volume nationally was off 


as much as 40%. The plan is now being widened in its application. 


PLAN that can increase elec 

tric ironer sales 9.7% in an 

average community in the face 

of a nationwide sales de- 
cline of 40% is a good plan and 
worth taking seriously, even though it 
involves the apparently lunatic action 
of adding $10 to the price of the 
appliance that buyers are ignoring. At 
least this is how 11 leading makers 
of ironers, their distributors and deal- 
ers throughout Central and Northern 
California, looked at it. So pleased 
are they with the results of the test 
that they voted to extend it to all of 
their territory. 

Called the San Jose Test Plan on 
ironers, it was launched last Steptem- 
ber to run for four months in San 
Jose, Cal. Originator of the idea was 
Bert W. Reynolds, sales promotion 
manager, Pacific Gas and Electric Co 
and promotional director of the Elec- 
trical Appliance Society of Northern 
California. 

Before undertaking the test, the 
Electric Appliance Society made a 
careful analysis of the entire ironing 
machine business over a period of sev- 
eral years. Facts uncovered were not 
cheering. In 1938, 107,196 ironers 
were sold, which was a 40% drop 
from 1936, ironers’ best year. Washers 
dropped only 32%, yet the market for 
washers is 57% saturated, while it is 
only 6% saturated for ironers. For 
every ten washers, only one ironer 
was being sold. What was the reason 
for this discrepancy? The Society came 
to the conclusion that four factors 
were operating to create the adverse 
sales condition on ironers, and that 
four remedies were indicated. The 
box at right shows how they presented 
their facts, following conferences with 
the trade which resulted in a report 
and the San Jose Test Plan. 

Pacific Gas and Electric persuaded 
leading manufacturers to agree to add 
$10 to the retail price of all makes of 
ironers in all price ranges, General 
Electric, Norge, Apex, Thor, Ironrite, 
and Westinghouse were among the 
cooperating makers. Six dollars of the 
$10 was to pay for three lessons in the 
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Boyé 

B. W. Reynolds, the plan’s 
impresario. 


home of the buyer of a new ironer, or 
two lessons to a new owner, one lesson 
to a dissatisfied old user. The remain- 
ing $4 was set aside for promotion 
and bonuses to salesmen. 

As outlined by the Society in its re- 
port, the objectives of the Test Plan 
were: 

1. To create a larger ironer market; not 
just to vie with one another exclusively to 
sell the few prospects who have already 
decided to buy. 

2. To teach purchasers how to use 
ironers in their homes through the use of 


specially trained teachers rather than sales 
men: 

a. To overcome the Number One 
obstacle in an ironer_ prospect's 
mind (“that she cannot use it and 
do good work’); 

b. To make purchasers enthusiastic 
users ; 

c. To make users good boosters. 

3. To make ironer sales more profitable 
and appealing to retail salesmen by re- 
lieving them of all responsibility for in- 
struction in the use of an ironer after it is 
sold. 

4. To decrease the dealer's cost of sell- 
ing ironers and increase his volume: 

a. By removing public objection Num- 
ber One; 

b. By securing the retail salesman’s in- 
terest and giving him a more pro- 
ductive selling technique; 

. By enlisting the cooperation of 
wholesale distributors to insure the 
successful operation of the entire 
plan. 

5. To sell ironers on the basis of the 
value they will give on flat pieces and 
simple garments and refrain from featuring 
shirt: ironing in sales presentations and 
store demonstrations; also to stress the 
benefits of time saving, labor saving, money 
saving and better results, rather than fea- 
tures. 


Thirty-five dealers in the San Jose 
area agreed to cooperate in the test 
under a set of rules and procedures 
outlined by the Society. The Society 
put up several thousand dollars for 
advertising, with the understanding 
that for every 45 inches of Society 
advertising, dealers must do a mini- 
mum of 30 inches to tie in. Dealers 

(Continued on page 31) 


CUSTOMER: 


do good work. 


SALESMAN: 


other appliances. 


DEALER: 


Diagnosis and Prescription for Fading Ironer Sales 


Existing Status 
Thinks she can’t use it and 


Feels it takes too much time 
compared with the sale of 


Convinced it is too costly to 
sell—_with existing margin. 


Suggested Remedies 
Teach purchaser to use 
ironer by giving ironing 
lessons in the home. 


Relieve salesman of all re- 
sponsibility after sale is 
made, especially with respect 
to instruction in the use of 
the ironer. 


Enable dealer to teach pur- 
chasers to iron without 
having to pay out of his 
existing margin. 


FACTORY Has 
DISTRIBUTOR: 


been thinking about 
washers primarily — _ has 
taken the “easy way” on 
ironers. 


Distributors set up a pro- 
gram which will make the 
above enumerated remedies 
possible from the standpoint 
of the customer, salesman 
and dealer. Police the ex- 
ecution of the plan: try it 
out in one community as a 
test program. 


SALES MANAGEMENT 


_ Mankeling 


| Plenned by Philip. Salishary, 
p | [’ | (} [, R A p H 5 Executive Editor, and designed 
by The Chartmakers. 
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LV ADVERTISING GETS 18 CENTS A WEEK 
4) OUT OF FAMILY FOOD EXPENDITURES 


A breakdown of the $12.50 spent weekly by a city family for food shows that 
advertising apparently increases the cost by 18 cents. 
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CANNED GOODS 
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DAIRY PRODUCTS 
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‘$4.08 MEAT PRODUCTS 
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... But it is only an apparent increase in cost. 
Actually, the housewife saves at least 18 cents 
on one item alone, oranges, over what they 


cost before educational advertising increased AX 


volume and cut down growers’ unif costs. 


PICTOGRAPH By 
Source: “Who Gets Your Food Dollar?” by Lazo & Bletz, 


Harper & Brothers, 1938 
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CANADA 


DEPARTMFNT CF TRANSPORT 


CANADIAN TRAVEL BUREAU OTTAWA, CANADA 


asynond Wi. Welch, Fsq. March 29, 1939 
Director of Advertising, 

National Geographic Magazine, 

Washington, D. C. 


Dear Mr. Welchs 


Rarely do I ever depart from the policy of this Department in connection with 
commenting upon the success or otherwise of publications we have used in our advertising 
campaigns in the United States. I think, however, I may make an exception in the case 
of National Geographic. 


Since the establishment of the Canadian Travel Burcau in 1934, National 
Geographic has been the outstanding magazine used in our schedule. In fact, in view of 
the success we have had in the use of National Geographic, I cannot conceive of any 
organization desiring to develop and expand its travel possibilities excluding National 
Geographic from any media list. 


Some figures in connection with our experience might perhaps be enlightening. 
I have kept a very complete record of all media used by the Canadian Travel Bureau since 
this Branch of the Federal Government was established. I find that in 1935 we received 
349 inquiries as a result of copy run in National Geographic. We had two full pages 
and one half-page in that year. In 1936 we ran three pages and we received 1,224 
inquiries. In 1937 we used exactly the same space as we did in '35 and received 2,879 
inguiries. Last year, 1938, we continued to use the same space and received 1,524 
inquiries. I am not one of those who is swayed by the cost per inquiry rating of any 
magazine from a travel standpoint, but even on that basis National Geographic has been 
the leader of our magazine list. 


I have endeavoured in the compilation of certain statistics here to ascertain 
how many of your readers of our advertising actually came to Canada, and further to find 
out the expenditure of such visitors. Here again, National Geographic has been far in 
the lead. And over a period of some four years I know from the signed declarations of 
the people themselves that National Geographic readers of Canadian Travel Bureau 
advertisements have spent approximately $75,000 in this country. Our total expenditure 
in your magazine during that period was approximately $28,000. I am confident, too, that 
a great many of your readers who answer our advertisement do not supply us with specific 
data as to their expenditures during the time they were in Canada. 


Briefly, I merely say this with respect to National Geographic; that I know of 
no magazine media more beneficial to a travel client, and it is always a "must" on: 
Canadian Travel Bureau schedules. 


WHO ENTERS ALL THESE CONSUMER CONTESTS? 


A survey among 1000 typical adults shows that 30% of all males and 37% of the women have entered one or more 
consumer contests. A contest is likely to draw entries about as follows: 
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13% FROM THOSE WHO 
HAVE ENTERED 3 CONTESTS 


12% FROM THOSE WHO 


HAVE FNTERED 2 
CONTESTS 


17% FROM PEOPLE ENTERING 
THEIR 1stT CONTEST 


Source: Survey by Sales Management 


CONSUMER 
CONTEST 


PICTOGRAPH By 


While contests in which prizes are 
awarded for statements about a 
product have been very numerous 
‘In recent years, slogan contests 
have been comparatively few. The 
first one of any importance in some 
time will be launched by Procter 
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e 28% FROM THOSE WHO HAVE 
ENTERED 4 TO 11 CONTESTS 


30% FROM THOSE WHO 
HAVE ENTERED 12.0R 
¥ MORE CONTESTS 


The average consumer contest adds 
new repeat customers from 15°, of 
the entrants, the other 85° being 
previous regular users or those who 
buy the product only to enter the 
contest , 


& Gamble for Crisco, beginning 
March 10. 

The contest calls for an original 
Crisco slogan in ten words or less, 
- Ito be mailed in with a label. A 
IS | tirst prize of $5,000 in cash and 500 
additional -prizes of electric mixers 
will be awarded to the winning en- 
tries. Sunday newspapers, national 
magazines and three radio net-| 5 
works will be used to promote the 
contest, which will run for three 
weeks. Compton Advertising, Inc., 
directs the account. 
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HOW MUCH DOES 
YOUR SLOGAN TELL? 


AN EXAMINATION OF 4,022 SLOGANS 
SHOWS THE LENGTH TO BE 


* WLM 


Relatively few slogans carry out S. 


Roland Hall's principle, ‘the slogan 
should either incorporate the name 


of the product, the name of the ad- 


vertiser ... or have such direct rela- 


2-3 WORDS tionship to the advertised commodity 
4-6 WORDS 6o HMWKAMXUUM i@arperw{wt{[Trtm|é=mamana6éopséJ$oepr—éewWnn9@| M€H#tYT/} that it would be difficult for the slogan 
7-9 WORDS | MMMC;“£!: ttt to be uttered without the name of the 
10ORMORE WoRDS 4G product being recalled" 


TYPES OF SLOGANS USED BY 4,022 COMPANIES 
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FIRM AND BRAND AND PRODUCT 
MENTIONED IN SLOGAN 
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FIRM AND BRAND MENTIONED IN SLOGAN 
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BRAND AND PRODUCT MENTIONED IN SLOGAN 
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3% 59% 


BRAND ONLY MENTIONED IN SLOGAN PRODUCT ONLY MENTIONED IN SLOGAN NO IDENTIFYING MENTION IN SLOGAN 


PICTOGRAPH BY 
g } MY, - Source: ‘‘Identification Elements of Advertising Slogans,” 


Ronald B. Shuman, University of Oklahoma. 


OKLAHOMA CITY on the morning of April 22, 
1889, the day of the historic “‘Run,’’ was 
a railroad tank stop. By nightfall the same 
day, more than 6,000 persons were on the 
scene staking out a new city. From this 
drama-laden beginning, the Oiclahoma City 


of today has arisen in the amazingly short 
span of 50 years. 


1889 


FOURTEEN YEARS AFTER the founding of Oklahoma 
City, E. K. Gaylord and associates acquired the 
9-year old Daily Oklahoman and founded The 
Oklahoma Publishing Company. In remarkable 
contrast to this company’s original 22 by 60-foot 
home are the magnificent facilicies of today, one. 
of the largest, most modern and complete publish- 
ing plants in the Southwest. 
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HE opportunities in a new land . . . the vision of its 
| pues . .. the pioneering spirit of those who came to 
take advantage of the opportunities offered . . . these 
factors have enabled Oklahoma City to grow from a prairie 
water-stop to bustling Southwestern metropolitan market in 
the amazingly short span of fifty years. And these same factors 
£ have made The Oklahoma Publishing Company the dominant 
public service agency in Oklahoma. 

The Oklahoma Publishing Company’s history has been 
tightly woven into the story of Oklahoma City’s remarkable 
growth. Its founding significantly marked the beginning of 
Oklahoma City’s era of greatest development. While the 


THE RUN OF ‘89 will be re-created over the NBC Red 


city was doubling and redoubling in size from an estimated NBC RED Network originating in the studios of WKY in 
E ‘ Oklahoma City. April 22 marks the 50th anni- 
15,000 in 1903 to its present metro- APR. 22 versary of *‘The Run,’ unique and dramatic event 


10:30 P.M in U. S. history, when a 2 million-acre strip of 
™ virgin Oklahoma Territory land was opened for 
E.S.T. homesteading and thousands of land-seekers rushed 

oS in to stake claims, founded Oklahoma City. 


politan proportions, The Oklahoma 
Publishing Company was anticipating 
the city’s growth with continuously ex- 


ized distribution system, Mistletoe Express Service, in 1931, 
panding facilities and service. 


The Oklahoma Publishing Company 


was one of the first newspaper publish- 


The Oklahoma Publishing Company opened a new chapter in 
newspaper and transportation history which in itself has 


become a story of remarkable initiative and pioneering. 
ers to enter the radio field when it 


acquired Station WKY, Oklahoma City, 


No city was ever founded under more dramatic circum- 


stances than Oklahoma City. No city has ever advanced so 


in 1928. It has since broadened its far in so short a time. No city looks forward to such a bril- 

activities in this field by the purchase liant and prosperous future. And certainly no city faces that 

of Station KVOR, Colorado Springs, future with the support of such active and conscientious forces 

s and by bringing Station KLZ, Denver, for its advancement as The Daily Oklahoman, Oklahoma City 

ot q y under affiliated management. Times, Radio Station WKY, The Farmer-Stockman and 
: Organizing its own statewide, motor- Mistletoe Express Service. 


THE OKLAHOMA PUBLISHING COMPANY 


Oklahoma City, Oklahoma 
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The Daily Oklahoman ©% Oklahoma City Times « The Farmer-Stockman © Mistletoe Express Service 


WKY, Oklahoma City “”. KVOR, Colorado Springs °@ KLZ, Denver (Under Affiliated Management) 
REPRESENTED 


NATIONALLY BY THE KATZ AGENCY, INC. 


DOES AIR CONDITIONING PAY DIVIDENDS? 


Survey among executives in air conditioned business offices shows that 91° believe air conditioning 
efficiency of their employees. Main reasons advanced were: 


vvere 


REDUCES HOT 
WEATHER FATIGUE 
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“Atmosphere 


increases the 


” a survey by York 


jency 
ay Machinery Poti Fe rary, 1930. 


WHAT PRESENT USERS MEAN TO AUTO MAKERS 


1362 automobile owners in Memphis were asked, “When you replace your present car what make will you most 


likely choose?" 


Answers indicate that the 10 manufacturers leading in Memphis distribution may get repear purchases 
lowing percentages of their present users: 


NEW CAR DEPT. 
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If you are one of those who have been looking anxiously over the business hori- 
zon for signs of clearing —take a good look at April—Collier’s April: 
April issues of Collier's carry more ad- Collier's circulation, too, has 


vertising (lines, pages or dollars) than now reached an all-time high 
any other month in its history. — 2,750,000 net paid. 


Not that we believe your pulse must beat faster just because Collier's is feeling 


high. But it occurred to us that this April brightness is only a Collier's reflection 


of general business optimism. 


Collier's 


THE CROWELL PUBLISHING COMPANY—250 PARK AVENUE, NEW 
APRIL 20, 1939 


IS YOUR MAILING 
GOING TO BE A SUCCESS? 


On any mailing to either consumers or retailers you will receive more than half of your returns within ten days, accord- 


ing to experience of an organization making millions of mailings annually. The percentage of orders received by five- 
day periods: — 


J 


ORDERS FROM PROSPECTS 
YOU CAN EXPECT FROM OLD CUSTOMERS: MAILING CALENDAR WILL COME AS FOLLOWS: 
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of the Macladden Publications 


CONSUMERS WANT BOOKLETS TO KEEP THEMSELVES SOLD 


A survey in 500 representative homes shows that in 68°/, at least one member of the 
family had sent in coupons clipped from magazines during the preceding six months. 
Respondents were asked whether they had been a user of the product before, had they 
bought the brand since, were they buying the brand regularly now? 


63% of the coupons came from prospects, 37% from users. The latter, it 
appears, want to keep themselves sold, or to find logical reasons for the 
purchase of products made thoughtlessly or on an emotional basis. 


OF THOSE SENDING FOR A BOOKLET: 


NOT USING PRODUCT sists teen 
54% BOUGHT PRODUCT SINCE ‘ 
-WHEN COUPON WAS MAILED REGULARLY NOW 


REGULAR USERS 


WHEN COUPON WAS MAILED 
PICTOGRAPH BY 


Selo Managiment 


91% BOUGHT PRODUCT SINCE 


84% ARE USING REGULARLY NOW 


Source: Survey by Sales Management , 


Some Comments on 
the Pictographs 
in This Issue 


Advertising Gets 18 Cents a Week 
Out of Family Food Expenditures: 
The editors of SM believe that sellers 
of advertising make a mistake when 
they advance the claim that advertising 
costs the consumer nothing, An intel- 
ligent consumer knows that advertis- 
ing is one of the many costs which 
must be absorbed in the selling price. 
To SM it seems more convincing to 
admit frankly that advertising does 
cost the consumer something — but 
then to show that if advertising suc- 
ceeds it increases production and 
lowers unit costs, resulting usually in 
a reduction in the consumer price. 


Who Enters These Consumer Con- 
tests?: Through a survey made by SM, 
light is thrown on the all-important 
subject of the actual cost of attracting 
new customers as a result of consumer 
contests. The survey gains added sig- 
nificance through the recently - an- 
nounced Crisco slogan contest. 


Does Air Conditioning Pay Divi- 
dends?: As the hot Summer season 
approaches, more and more executives 
are wondering whether air conditioned 
offices might pay for their cost by im- 
proving efficiency, lessening fatigue. 
This Pictograph, based on a survey 
among users, indicates a marked in- 
crease in efficiency. 


What Present Users Mean to Auto 
Makers: This Memphis survey should 
be taken as an indicative trend rather 
than an actual prediction of coming 
sales volume. Owners of new and used 
cars tell what they think they will buy 
on their next purchase—but those 
present plans may be upset by potent 
sales and advertising campaigns in- 
augurated by car makers. 


Is Your Mailing Going to Be a 
Success?: Here is a particularly useful 
guide for those who have direct mail 
campaigns. These Macfadden records 
are largely confirmed by the experience 
of SM’s own circulation department. 


Consumers Want Booklets to Keep 
Themselves Sold: The prospect is al- 
ways more interesting to most of us 
than the present customer. This picto- 
graph shows that not only is it good 
business to keep the present customer 
well sold but that he or she wants 
some literature which will answer the 
question “Why did I ever buy this 
merchandise in the first place?” 
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Troy ranked TENTH among 
only 43 Middle Atlantic cities, 
regardless of size, mentioned 
by advertising executives in a 
Ross Federal — Sales Manage- 
ment survey on test markets. 


Among salient factors making the REAL* Troy 
so advantageous for testing: 


More than 119,324 consumers within the 34- 
mile A.B.C. City Zone radius; 


More than 96.3% of total circulation of the 
city’s sole dailies is within the actual zone of 
influence; 


Concentrated audience makes selecting outlets 
and checking results easy; 


The cost is low, for 12c¢ per line in a single 
medium — The Record Newspapers — buys com- 
plete coverage. 


* The REAL Troy — Troy as a market, not a political unit. 


THE RECORD 
NEWSPAPERS > 
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‘On the cighteenth of April (that 
would be two days ago) in ‘Seventy- 
five’ (meaning 1775), hardly a man is 
now alive who remembers that famous 


day and year." How do you mean, 
“hardly” a man, Mr. Longfellow? 
x * * 

There it was on a subway pillar, too 
high for a child to have reached, writ- 
ten with raspberry-colored chalk in a 
firm hand: “I hate Louis Meyers.” 
She didn’t say why. 

x * * 

My preview of the New York 
World's Fair was from the 47th floor 
of the Chanin Building. There were 
the trylon and the perisphere, sure 
enough, looking precisely like the 
souvenir ash trays which are too, too 
available. 

oK yo & 

Object of this particular visit to the 
City of Tears and Bent Mudguards was 
to conduct a Copy Clinic . one of 
four following graduation from the 
advertising and selling course of the 
New York Advertising Club. I re- 
peated the Headline-Hunt of last year. 
Want to read some of the headlines 
these youngsters dished up? Light 
your pipe and relax. Here we go. 

* * * 

Ted Kirby, already employed by 
Pedlar & Ryan, amazed me with the 
beauty, rhythm, and sales-sense of this 
line for Camay Soap: “Why should 
I tell my age, when my skin says 
‘seventeen’ ?”’ 

* * * 

I wish that J might have thought of 
this stopper for the silent Servel Elec- 
trolux, submitted by Milton Stoneman: 
“Stop me if you've heard this one!” 
And Milt borrowed from Frank Buck 
to give this to Sanforized-Shrunk 
Arrow shirts: ‘Bring ‘em back alive 

. from the laundry!” 
* * * 


Ruth Fridolph had Primrose House 


saying: ‘Your face is your fortune. 
Save it!” With this lilting line for 
Shalimar: “The fragrance, like a 
melody, lingers on.” 

* # 


If Y&R’s Sid Ward does not snap 
this one up for his client, Arrow shirts, 
he’s slipping. It was submitted by 
Frank Hogan, and won a big hand 
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from his classmates: “She's proud of 
her beau . . and his Arrow.” 
* * * 


Andrew Bachmann got a laugh, if 
not an okay, with his line for the very 
patrician Bostonian shoes: ‘A man’s 
best friend is his dogs!” Reminds me 
of a gag-line I once dropped in Brock- 
ton for the possible amusement of the 
client: ‘Dunk your Dogs in Doug- 
las.” 

-— 

A runner-up by the same lad for 
Old Overholt whisky was: “Straight 
with men—and a good mixer with 
women, too.” 

* * * 

This one, by Elizabeth Hanley, 
would have been better when the song 
was current: “It’s delicious . . . It's 
delightful . . . It’s Del Monte!” She 
showed even more promise as a writer 
of stoppers with this line for Nashua 
textiles: ‘‘April Showers please June 
Brides.” 

e*s 

Jim Curran was pretty practical with 
this headline for Paris braces: “We 
never let you down.” 

2 @ 


Bill Martin struck close to my meal- 
ticket with this proposed headline for 
Campbell's soup: “This soup-stock 
pays health-dividends.” 

H. Hargrove insisted that the Wil- 
lard battery is: ‘Always in charge.” 
* * * 

Marcia Cowan went alliterative for 
Tulip lipsticks with: “Two Lips that 
Tempt in Tulip Time.” And here 
was a sockeroo addressed to the drug 
trade: “Tie-up with Colgate’s Ribbon 
Dental Cream.” And, as I pointed 
out, if she could get an okey from the 
clergy, this one certainly had possibili- 
ties for a well-known towel—not only 
as a headline, but as a theme-song: 
“Cannonized!” 

+ * 


Mortimer Lewin gave a cute twist 
to an old-time stopper for the benefit 
of Marchand’s shampoo: “Stop, Look, 
and Glisten!” 

* * 

Carl Webb evidently writes copy for 

Mergenthaler Linotype, on which the 


magazine, Fortune, is set. Properly 
illustrated, so that the play was ap- 
parent, was this headline: “Linotypes 
make a Fortune.” 

“ 

Jacob Green threw a scare into the 
married men with this line for the 
Schick razor: “Your wife fell in love 
with a clean-faced young man!” 

* ok * 

Alice Denby visualized a customer of 
American Airlines caroling blithely: 
“T'm flying high. . . .” 

x ok & 

Thomas Ringwood thought Gor- 
don’s London dry gin might tell: 
“How to pronounce ‘Martini’ with an 
English accent.” 

* * * 

Louis Patrick told us how to keep 
out of the bald-head row, with Krem] 
hair tonic: ‘Keep this under your 
hat.” 

. @ 4 

Constance Brauer rendered lip-serv- 
ice to Princess Pat Liquid Liptone: 
“Lips that kiss and never tell.” 

* * * 

Charles Tyler was in the groove. 
This, for Polident, the cleaning-com- 
pound for what are delicately referred 
to as artificial dentures: “Get your 
plates yet?’ This sock-line (heh-heh) 
came just as easily: ‘A hole in one? 
Not if you wear Interwoven.” Fin- 
ishing on a musical note for Crosse & 
Blackwell's preserves: ‘‘Jam Session.” 

* * # 

Seymour Kawaller got a laugh with: 
“Sani-Flush, the laxative for consti- 
pated drains.” Keep it clean, Sey- 
mour. With Sani-Flush. 

* * * 


An anonymous student handed in 
this pleasant but effective stopper: 
“Taste, with a Capital Tea.” It re- 
minded me of a slogan I brewed 16 
years ago for Boscul Tea: ‘Tea- 
totally Different.” 

* * x 

Dorothea Zachariae had one Lady 
Pepperell sheet saying to another: 
“Between us, we have a happy cus- 
tomer.”” Reviving the vernacular of 
the old two-gun West, she also tossed 
off this one for Pine Bros. Cough 
Drops: “Get the drop on the sore 
spot.” 

* * & 

Sylvia Brown sought to flatter the 
sex in a hosiery ad with: ‘Marlene 
Dietrich has nothing on you.” Be 
sure to get a signed release, Sylvia, 
before putting anybody’s name in an 
ad, won't you? 

* * 
Thanks for listening. Or were you? 
T. HARRY THOMPSON 
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West Coast’s Co-op 
Plan for Increasing 
Ironing Machine Sales 


(Continued from page 20) 


were supplied with 20” x 30” display 
cards for windows and floor display, 
6” x 8” counter cards in the same de- 
sign. In addition to the Society-dealer 
newspaper advertising, the Society ran 
90 one-minute spot radio announce- 
ments and 14 five-minute skits. 


Advertising and sales talks kept 
away from the subject of price, never 
referred to the lessons as ‘“‘free,” since 
in effect the buyer of the appliance 
was paying for them. Instead, the 
theme was: “Save a Third of Your 
Ironing Time’ — ‘New Leisure 
Method Taught in the Home.” Iron- 
ing of shirts was played down in ad- 
vertising and demonstrations because 
the difficulty of ironing shirts has dis- 
couraged many users. Simplicity and 
economy of handling the flat work of 
the household was played up. 

Although ironers in San Jose during 
the period of the test cost the buyer 
$10 more than elsewhere, and ironer 
sales were way down everywhere else, 
midway in the test sales increased 5% 
and by the time the test ended on 
January 1, sales were up 9.7%. This 
pleased the entire trade and sufficiently 
impressed 11 leading makers of ironers 
to cause them to extend the plan on 
their own initiative to the whole of 
Northern California and call it the 
California Plan. 

The only difference between the San 
Jose Plan and the California Plan is 
that $5 instead of $10 is added to the 
retail price of all ironers, the amount 
to be used for two home lessons to 
buyers and for promotion and mer- 
chandising through the dealer. The 
Electrical Appliance Society steps out, 
leaving manufacturers, dealers and 
wholesalers to carry on, but it will put 
on two ironer campaigns and aid in 
point-of-sale promotion. 

The extended Plan opened February 
15 with enthusiastic acceptance from 
wholesalers, manufacturers and deal- 
ers. The Electric Appliance Society 
assisted the trade in getting its cam- 
paign under way by launching a Spring 
ironing machine promotion. During 
the weeks of March 6 and 13 two 
advertisements ran in some 250 news- 
papers throughout Northern § Cali- 
fornia. Newspapers were provided 
with electric ironing machine publicity 
and free mat service for dealer tie-ins 
in each community. Colored display 
cards in two sizes for floors, windows 
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and counters were distributed to deal- 
ers, 1,000 of the 20” x 30”, 3,000 
6” x 8”. The slogans on the display 
material are: 

“Do the Hard Part Easier—Faster 
—Better with an Electric Ironer’’— 
“We Teach You in Your Home.” 

The Jean Frickelton Advertising 
Agency is in charge of this advertising 
campaign. Miss Frickelton says that a 
“rip-snorting ironer campaign’ is 
planned by the Society to start in Sep- 
tember, and adds: 

“We are sure that if the dealer 
salesman can be taught to sell ironers 
in such a way that the customer will 


be pleased with the appliance and get 
proper service from it after she owns 
it, that is more important from a mer- 
chandising point of view than making 
her feel she’s got a bargain.” 

Bert W. Reynolds, whose brain 
child this plan is, says: “The Plan is 
an aggressive merchandising step and, 
with full cooperation of all interested 
people, should break the sales bottle- 
neck on this appliance. It revives an 
old practice which was instrumental in 
building public acceptance of many 
other appliances: Adequate in-the- 
home instruction. It has worked be- 
fore and should work again.” 


ut 


YOUR ADVERTISING 


DEPARTMENT STORE ECONOMIST 


SURVEYOR'S level directs his vision 

A partment Store Economist reflects your vision 

in selecting this proven medium. Make a survey of the 
department store field. . . . Direct your advertising to the 
selected coverage of key buyers in this field—the Merchan- 
dise Managers and Buyers, Advertising and Display Man- 
agers and Store Executives . . . those responsible for buy- 
ing and 1e-selling your goods or purchasing them as store 
equipment. More of these “key buyers” read this one mag- 
azine than any other publication in the field. To put sales 


on a higher “level”, survey the advantages of 


PARTMENT STORE 
CF BGP 


As A Level Directs 
The Surveyor’s Eye 
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Chestnut Street at 56th 
PHILADELPHIA 
1836 Euclid Avenue 
CLEVELAND, OHIO 


A CHILTON PUBLICATION 


239 West 39th Street, New York City 


29 East Madison Street 
CHICAGO 
201 Oceano Drive 
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J. S. Brookes, Jr., Named 
American Newspapers Head 


The latest important news in the develop- 
ment of the Hearst organization is the 
election of John St. Clair Brookes, Jr., in- 
dustrialist and lawyer, as president of 
American Newspapers, Inc., parent and con- 
trolling corporation of the William Ran- 
dolph Hearst enterprises, as announced by 
Clarence J. Shearn, voting trustee of the 
company. 


J. S. Brookes, Jr., 
American News- 
papers, Inc., 
president. 


A 4 
Harris & Ewing 


Mr. Brookes, now 51, and who brings to 
his post a vast knowledge of corporate law, 
business management and industrial affairs 
accumulated during the 25 years he has 
been active in these fields, was elected in 
New York by the board of directors of 
American Newspapers, Inc. According to 
Mr. Shearn's statement regarding the ap- 
pointment, Mr. Brookes will “have full 
charge of the financial and business man- 
agement of the enterprise.” The company 
directly controls the Hearst Corp., which 
in turn controls Hearst Consolidated Pub- 
lications, comprising The American Weekly 
magazine and a group of Hearst news- 
papers. 

A native of Washington, Mr. Brookes 
was educated there at George Washington 
University where he received his law de- 
gree in 1913. During the time following 
his graduation with an A.B. degree, and 
while he continued to study for his LL.B., 
he took one of his first jobs as reporter on 
the old Washington Herald, now the 
Herald-Times. Since then, although he has 
given most of his time to industry and law, 
he has always kept in touch with the pub- 
lication business, 

Mr. Brookes now is connected with a 
number of important industrial concerns as 
an active member of their directorates, and 
is prominent in financial and business cir- 
cles of the East and Middle-West. He 
will continue his association with the 
Washington, D. C., law firm of Guy & 
Brookes, which he organized in 1932, but 
will not practice actively. 


N. Y. Newspaper Advertising 
Linage for March Up 3.7% 


According to a compilation based on 
Media Records figures, New York news- 
papers’ advertising linage in March showed 
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an advance over the corresponding month 
of last year. This is the first time since 
the last months of 1937 that there has been 
such a rise. Six of the eight newspapers 
covered registered a gain, the total rise 
being 3.7%. 

Of the six classifications on which Media 
Records supplied figures, four showed in- 
creases and two decreases. Retail made the 
largest advance, 5.2%, followed by national 
advertising which rose 4.1% and financial 
advertising, up 2.5% One of the losers, 
strangely enough, was automotive advertis- 
ing which had registered substantial in- 
creases during January and February. This 
classification declined 8.8% —the other de- 
crease—0.7%—hbeing felt by classified ad- 
vertising. 

To the special World’s Fair editions 
issued by several of these papers can be 
attributed part of the advance last month 
‘ these sections being of particular 
benefit to the national classification, 


The Battle Continues 


The Spokesman-Review and the Spokane 
Daily Chronicle have joined forces with 
other advertising media to combat the flood 
of anti-advertising books. The accompany- 
ing advertisement is one of a series of 30 
currently being run in these two news- 
papers. Each advertisement—four columns 
wide by 15 inches deep—instead of attempt- 
ing to answer directly the criticisms of 
advertising appearing in anti-advertising 
books, lays the emphasis on the construc- 
tive phases of the subject. 
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. . . Battling anti-advertising propaganda. 


Copy in this “Newspaper Advertising 
Lowers Camera Prices” unit of the series 
reads, in part: “Ten years ago, a certain 
camera sold for $30. It was advertised 
extensively, sales increased, and overhead 
costs were reduced. Now, with larger pro- 
duction, the manufacturer is able to operate 
more economically and sell a better camera 
for $15. The advertising cost amounts to 
45 cents for each camera. The saving to 
the customer is $15. 

“In a similar way, advertising has helped 
to lower prices for many other commodi- 
ties, This is especially true of newspaper 
advertising, because the newspaper is uni- 
versally read, and is the cheapest channel 
of communication known to man.” 

Other ads are directed to the consumer 
buying automobiles, and automotive prod- 
ucts, food, home appliances, hobby equip- 
ment, etc. 


What Do Women Think 
About Advertising? 


The latest in the series of surveys con- 
ducted by the Ladies’ Home Journal on 
what women of America are thinking on 
controversial questions of the day is de- 
voted to what these women think about 
advertising. The magazine's May issue car- 
ries the results of this survey. 

Analysis of housewives’ opinions on this 
subject reveals many contradictions in their 
conclusions: 89% of them said they prefer 
to buy advertised products with established 
brand names. But nearly half of them, 
49%, think that some advertising could be 
more truthful. When asked specifically, 
however, whether they had bought any 
products during the past year that had not 
lived up to advertised claims, only 18% 
said “Yes,” while 82% were satisfied cus- 
tomers. 

Other questions brought these affirmative 
responses: “Would you be willing to pay 
three times as much for magazines or news- 
papers, if advertising were left out?”— 
2%; “Would you be willing to pay a fee 
to support radio stations bereft of adver- 
tising revenues?”’—15%; “Do you think 
too much time is given to advertising on 
radio programs ?”’—32%; “Do you believe 
that widely advertised products cost more 
than ones which are not advertised?”— 
52%. 


Parents’ Magazine Promotes 
Home for Better Living 


A new economical model home planned 
especially for a family of two adults and 
two children is now being promoted by 
Parents’ magazine, New York. To intro- 
duce the public to this new venture, they 
have published a booklet entitled, “Home 
for Better Family Living,” describing the 
home's virtues which distinguish it from 
others in its $8,000 to $10,000 price class. 
Also included in this booklet, which sells 
for 25 cents a copy, is a list of manufac- 
turers who “can help you build this home.” 

At the same time, Parents’ has published 
a “Building Cost Estimator” and ‘Equip- 
ment, Furniture and Furnishings Cost Esti- 
mator” to help prospective builders, in 
consultation with their contractors and fur- 
niture departments of their local department 
store, estimate the cost of building and fur- 
nishing the house. These two booklets, 10 
cents each, may be obtained from Parents’ 
Magazine. 


WBBM Flashes the News 


Something new in the way of radio's 
news broadcasting is the “Radio Head- 
liner,” a mimeographed form published by 
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Station WBBM, Chicago, for distribution 
among patrons of the Wrigley Building 
Restaurant of that city. The publication 
made its first appearance on April 4 under 
the guidance of its writer, J. Oren Weaver, 
WBBM news editor. Duplicated by ma- 
chine, and running from 50 to 150 copies 
per edition, the “Headliner” carries Euro- 
pean, domestic, stock market, and sports 
news in radio flash form. 

The number of copies run off depends 
upon the number of patrons in the restau- 
rant at the time of that edition, and the 
number of editions and pages of those edi- 
tions depends upon the amount of news in 
the air. 

If things are quiet here and abroad, only 
two editions appear daily—the noon 
(11:45 CST) and afternoon editions—the 
latter arriving on the tables of late lunchers 
and early cocktail imbibers. If, however, 
news is breaking fast, there are as many 
as four issued—early breakfast, noon, after- 
noon, and night. During the Albanian 
crisis, for instance, four editions appeared 
regularly. 


“Unmask a bigger market for a 


better five-cent cigar!” 


In its 


latest 
“A Guinea 


promotion piece, entitled 
Pig Goes to Town,” from 
which the above illustration is taken, 
Mutual Broadcasting System gives you 
the inside dope on its growth from a 
“fuzzy little fellow with only three sta- 
tions to his name” to a network of “gar- 
gantuan proportions.” Without a whim- 
per, he allowed skillful sales-surgeons to 
slice into his system in search of facts 
and figures, to measure markets, polish 
programs, to solve sales problems—and 
watched himself develop from the “ball 
of fluff” stage into a grown-up pig bring- 

ing home the bacon. 


NBC, MBS Rise; CBS Drops 


Billings of the National Broadcasting Co. 
and Mutual Broadcasting System in March 
and for the first quarter of this year rose 
above the level of the corresponding periods 
of 1938. Those of the Columbia Broad- 
casting System, however, showed a slight 
decrease from the figures of last year. 

NBC, reporting on 172 stations as com- 
pared with its 146 of a year ago, advanced 
9.6%—from $3,806,831 in March, 1938, to 
$4,170,852 in March, 1939. Total for the 
quarter was $11,953,447, as compared with 
$11,098,400, for the same period last year, 
a gain of 7.7%. 

Billings of MBS in March totalled $306,- 
976, a rise of 31.8% above the $232,877 
level of that month in 1938. First quarter 
billings reached $898,659, up 15.8% over 
last year’s first quarter mark of $756,021. 

CBS's March total was $2,925,684, a 
3.6% decline from the $3,034,317 mark 
hit in March, 1938. First quarter volume 
totalled $8,141,283, down 5.3% from the 
same period’s total last year of $8,594,597. 
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However, CBS reports that the first week 
in April, 1939, shows a 16.5% gain in 
volume over the same period a year ago, 
with Columbia clients increased from 44 
to 47, 


Media Notes 


With a volume of $1,653,000, April is 
Collier's biggest advertising month of all 
time. Collzer’s dollar volume for the first 
four months of this year is the largest of 
any four-month period in its history— 
$4,280,000. Crowell Publishing Co. also 
announces that horizontal and vertical half- 
page space in four colors, in one color and 
black, or in black and white, is now avail- 
able in The Country Home. 

Look reports a circulation gain of nearly 
200,000 in the first quarter of 1939 from 
the level of the first quarter last year. . . . 
Family Circle magazine reports that its 
gross advertising revenue for the first four 


months this year is 8% ahead of the same 
period last year, the biggest January-April 
advertising volume in the magazine’s history. 
. . . American Home’s April issue carried 
6514 pages of advertising, a 10% gain over 
April of last year, marking the fourth con- 
secutive month of substantial gains in the 
publication’s ad linage. 

This Week magazine has announced that 
beginning September 3, 1939, the San Fran- 
cisco Chronicle joins its group of member 
newspapers. Effective with the June 
issue, Southern Power Journal, published 
for 35 years by W. R. C. Smith Publishing 
Co., Atlanta, becomes Southern Power and 
Industry. The editorial format is to be 
entirely restyled and the paper is to be ex- 
panded both in reading pages and circula- 
tion. There is to be no increase in 
advertising rates. 

The Omaha World-Herald recently took 

(Continued on pagé 43) 


question that Sales Manage- 
ment had Ross Federal investi- 
gators ask 1700 adult males in 
Boston and Indianapolis this 


March. 
“Yes!” said 59% — and from 
their answers Sales Manage- 


ment found and reported in its 
pages this month that Golf, 
Fishing and Hunting top the 
list of favorites in the nearly 
two-billion-dollar hobby field. 


Of every 1000 adult male hob- 
byists, 140 chose fishing as 
their favorite hobby, 77 chose 
hunting. 


What magazines do these 217 
read regularly? Sales Manage- 
ment found that out too! 


50 Read Field and Stream 
(15c) 


S 


WHO RIDES THIS 
Billion-Dollar Horse? 


“Have you a hobby?” is the 


PORTS 
/:\FIELD 


ONE OF THE QUALITY MAGAZINES IN THE 
SPORTSMAN FIELD... A QUALITY MARKET 


MINNEAPOLIS, MINN. 


44. Read SPORTS AFIELD 
(15e) 


39 Read Hunting and Fishing 
(Se) 


28 Read Outdoor Life (15c) 


17 Read National Sportsman 
(10c) 


Presumably, as go Boston and 
Indianapolis, so goes the na- 
tion — although Sports Afield 
is possibly a bigger favorite in 
the West, Midwest and Pacific 
Coast. 


Like some more hobby horse 
facts? Sports Afield, too, has 
a Ross Federal Survey to tell 
you about — one made of 
its own readers on the door- 
steps of 80 cities and towns. To 
learn more about Sports 
Afield’s audience of a quarter 
million, just drop a note ask- 
ing for your free copy. 
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These women may not understand everything that goes on in the assembly line . . 
they saw how a Chrysler is made, 


an we 


ae 


"aa nil 


lhititieliliiiii sliilitiiisiiiiiiiy 


y / 


while 


Thousands of Women Go to See 
Chrysler Plants on “Ladies’ Days” 


The entertainment of women in groups for trips through the plant 


is now a standard part of the Chrysler public relations program. 


N average of over several hun- 

dred women in groups visit 

one or more plants of the 

Chrysler Corp. in Detroit each 
month during the production season. 
Of course men are welcome, too, and 
many are visitors, but it is the interest 
of women which is new. 

Hanging out a welcome sign to all 
and sundry who may wish to inspect 
a modern factory is not unusual. Many 
manufacturers have long done this, 
and some go to considerable expense 
to gain such publicity and good will. 
Chrysler does this every working day, 
having regular, scheduled _ trips 
through its factories. 

Entertaining women’s groups is a 
new and specially interesting and 
highly successful variation of the cus- 
tom. 

A few years ago, Chrysler Corp. de- 
cided to make it possible for special 
groups of people to visit its factories. 
It not only had modern plants, but also 
it was constantly adding new equip- 
ment and introducing new quality and 
precision manufacturing methods that 
would be interesting and instructive. 
A trip through such a factory would 
be bound to interest every kind of 
visitor, and they would be likely to tell 
others about it. 

So a new program was begun. And 
it was in this connection that, among 
others, women’s clubs, societies, asso- 
ciations, and other organizations began 
to visit the factories in groups. 

At first one invitation was issued to 
a woman's organization. It has never 
been necessary to issue others. From 
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this one invitation inquiries and re- 
quests have poured in, and the prob- 
lem now is one of how to accommo- 
date those who voluntarily seek to 
make the trips. By late February of 
this year, for example, almost all dates 
had been booked through May. 

The usual procedure is for the 
group to vote to visit one of the fac- 
tories and to have its secretary or other 
official write or phone for an appoint- 
ment. Applications are referred to a 
central bureau and a definite appoint- 
ment is agreed upon. The women 
may ask to visit a designated plant, or 
just any one of the several plants of 
the corporation in the city. These in- 
clude Chrysler, DeSoto, Dodge and 
Plymouth. If no preference is indi- 
cated, the bureau books them for the 
plant that has the earliest open date. 

At the appointed time, buses call 
for the women at their group head- 
quarters and take them to the factory, 
where they are met by guides. The 
visit is similar at all plants. 

Groups numbering 30 to 200 or 
more arrive about noon, register, and 
start through the factory about 12:30. 
The tour usually takes an hour to an 
hour and a half. If special arrange- 
ments have been made, they are then 
conducted to a dining room where 
they may be served a complete meal— 
not just sandwiches and coffee. After 
lunch they will probably be taken to a 
studio for a show, consisting of several 
motion pictures and perhaps a brief 
talk by a company representative. Pic- 
tures may include “A Night with 
Major Bowes,” a reproduction of an 


. but they will remember that 


“nobody knows what sort of work goes into those other cars.” 


actual broadcast of the Major Bowes 
Amateur Hour; “‘Let’s Go Modern,” 
a product film; a comedy or two, per- 
haps a safety film, entitled ‘The 
Chance to Lose,” or others. 

Buses then return them to their 
headquarters about 3:30 or 4:00 
o'clock. 

No direct selling effort is made, 
there being no sales talk or sales lit- 
erature as such. The women are given 
some literature about Detroit and the 
Chrysler Corp. factories, but there is 
nothing especially about the Chrysler- 
built vehicles. The doors are open be- 
tween the lobby and the salesroom, 
though, and the retail sales department 
does make one call on each such 
visitor. 

“We never suspected there were so 
many women’s groups,” one executive 
said. “The number seems to be unlim- 
ited. We have calls from many dif- 
ferent parent-teacher —_ associations, 
church societies, sororities, clubs, racial 
groups, lodges, welfare organizations, 
and others. We've been doing this 
for several years now, yet they keep 
coming. In fact, requests have become 
more numerous instead of less so. 

“It is amazing the way news gets 
around among them. The moment we 
start booking, the calls begin to pour 
in. This probably is due in consider- 
able measure to the fact that many 
women are members of more than one 
group. And it surely illustrates the 
fact that women are interested in 
what’s going on. No doubt one calls 
another and asks whether she has 
heard that Chrysler is booking groups 
again, or is all booked up for the sea- 
son, then the other calls her friends, 
and so on. At any rate, the news 
spreads with amazing rapidity. 

“There is reason to believe that re- 
ports of their trip spread fast and 
widely. We hope that is valuable 
word-of-mouth advertising.’ 
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State Legislatures Swing 
Away from Destructive 
Taxes on Chain Stores 


Climaxing a rapidly developing 
trend away from chain store taxes, 
governors and their representatives 
from 44 states and four territories at- 
tending the National Conference on 
Interstate Trade Barriers in Chicago, 
April 5-7, condemned such measures 
as contrary to the public welfare. 

Delegates to the Conference, spon- 
sored by the Council of State Govern- 
ments, unanimously adopted a report 
which said that “‘any law of any state, 
county or municipality that is punitive 
to any store or other legitimate distri- 
butional agency constitutes a harmful 
trade barrier and is detrimental to both 
the producer and consumer. 

Action taken by the Conference fol- 
lowed the outlawing of chain store 
and self-service market taxes by three 
state courts and refusal of 14 legisla- 
tures to enact similar levies. Of these 
legislatures, ten adjourned recently 
without enacting chain store tax pro- 
posals, and, in addition, such measures 
were defeated in Arkansas and Kansas 
and a proposed tax on super-markets 
killed in Massachusetts. 

Graphic evidence of the change in 
sentiment within a single year was 
provided by the Georgia state senate, 
which rejected a chain tax by a vote 
of 30 to 15. Last year a similar bill 
was defeated by the narrow margin of 
two votes. 


Levies Called Unconstitutional 


The legislative trend was backed by 
court action, as Pennsylvania and 
Kentucky courts held state chain store 
levies unconstitutional. Municipal 
taxes on self-service markets were also 
outlawed by the New Jersey Supreme 
Court. 

The ten states in which legislatures 
refused to enact anti-chain laws before 
adjournment were: Washington, West 
Virginia, Utah, Tennessee, New Mex- 
ico, Arizona, Indiana, Oregon, Wyom- 
ing and North Dakota. 

Three other states, Michigan, Wis- 
consin and Texas, have before their 
legislatures bills calling for repeal of 
chain taxes already on the books. 

On April 6 the Louisiana State 
Federation of Labor demanded imme- 
diate repeal of that state’s chain store 
tax. Based on the number of stores 
operating beyond state borders as well 
as within Louisiana, the levy has 
served as a model for anti-chain legis- 
lation in other states. 

Commenting on the trend away 
from anti-chain legislation, Standard 
Statistics said that opposition to such 
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taxes is mounting among all classe; 
throughout the country. Of the Pat- 
man anti-chain store “death sentence” 
bill, the business service said: ‘Labor 
has taken a stand against the bill, farm 
organizations are unwilling to support 
it, consumer Organizations condemn 
the measure.” 

The American Federation of Labor, 
National Real Estate Board, American 
Farm Bureau Federation and National 
Cooperative Council are among the 
organizations voicing active opposition. 


Your Slide Film Sales Story 
is only as good as the Unit 


you use for Projecting it! 


wh.» ELECTRIC 


ina auc 


REG. U.S. PAT. OFFICE 


Just read the list of Cinaudio mol listed in the 
column to the right. These features tell a// the reasons 
why more and more organizations that use sound- 
slide films in their sales programs are turning to the 
use of Cinaudio. For Cinaudio is easy to carry, sim- 
ple to set up. Its quality and clarity of voice reproduc- 
tion is exceptional, due to the use of finest amplifica- 
tion and reproducing equipment of our own manu- 
facture. The small, compact model illustrated will 1 
accommodate audiences of from 25 to 50 people. 

Write for descriptive literature and quantity prices. 


WE WANT A LINE 


National sales organization selling to syndicate, 
chain, mail order and department stores as 
well as wholesale and jobbing houses wants 
specialty line. Organization will provide adver- 
tising, merchandising and sales promotion 
(bearing cost of same), as well as provide 
national sales coverage. Can give assistance 


on financing. Exceptional opportunity for 
volume manufacturer now in production on 
Write Box 640, Sales 


New York, 


mass market items. 
Management, 420 Lexington Ave., 


N. Y. 


Chech These 
FEATURES 


Compact, light, strong; fin- 
ished in Spanish blue leather- 
ette. 


ee 


9 Entirely “light socket’’ oper- 
ated, simplified for the most 
inexperienced operator. 


3 Built-in Webster [lectric 

power amplifier capable of 
reproducing voice or music 
with lifelike fidelity and am- 
ple volume. 


4 Projector assembly incorpo- 

rates most up-to-date design 
features— elevation and focus- 
ing adjustments available. 


5 Heavy duty self-starting 
phonograph motor. Will play 
10’, 12", or 16” records. 


Separate on-off switches for 
6 projector, amplifier, and pho- 
nograph motor. 


7 Separate volume and tone 
controls permit tone adjust- 
ment to suit acoustics. 


3 Latest type, high fidelity re- 
sponse crystal reproducing 
pick-up. 


9 Emergency motor board light 
exclusive feature—to facil- 
itate changing records, play- 
ing needles, or making other 
adjustments in a darkened 
room. 


10 Speaker housed in lid of case 

with generous length of ex- 
tension cords so that sound 
and image can be concen- 
trated in one spot is another 
exclusive feature. 


All connections are made by 
means of fool-proof polarized 
plugs with extension cords. 


—s 


Licensed by Electrical Research Products, Inc., under U. S. 12 Latest type electronic tubes 


Patents of American Telephone and Telegraph Company 
and Western Electric Company, Incorporated. 


readily obtainable for replace- 
ment—are employed. 


WEBSTER ELECTRIC COMPANY, RACINE, WISCONSIN, U.S. A. 


Export Dept.: 


Webster | 


100 Varick St., New York ¢ Cable Address: '‘'ARLAB,”’ New York 


4 Electric 


“Where Quality is a Ueceninethenee and Fair Dealing an Obligation” 


ProRONTO! 
MONTREAL 
WINNIPEG 
LONDON, Eng 


GIBBONS KNOWS CANADA 


1 J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


CALGARY 
EDMONTON 
VANCOUVER 
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Peak Cities of July 


The following figures show for the 151 cities of 50,000 population or more 
for which bank debit figures are available, the relations between July 
business activity in each city and its own average month. 129.67, for ex- 
ample, means that Raleigh’s business activity in July is 29.67% better 


than the average month in that city. 


“S. B. P.” refers to SM Survey of 


Buying Power, April 10, 1938. Source of figures: Federal Reserve Bank 
debits averaged for years 1934 to 1936 inclusive, and computed by SALEs 


\VIANAGEMENT. 


National Buying 


City July Power “%— 
Ratio S & P. 
Trading Area 

Pree -.s 129.67 4427 
Ne ie ota iol 126.97 5231 
I a as aa wine egiarane 119.67 .9486 
PS dadigikwitsexts 119.17 .O792 (29X) | 
Charleston, W. Va....... 114.88 .3813 
Braneville..occcccescces 113.84 .2569 
Kansas City, Mo......... 112.48 1.6709 
Kansas City, Kans........ 111.30 .0990 (14X) 
Pe i vnccesnben dice 110.60 .1176 
Indianapolis..........-- 110.02 1.0790 
Se are 109.90 8385 
i cd omedbdmesnies 108.84 3.2287 
idee amide 108.79 4683 
Ed ceric ind arch an ite SE 108.38 -2688 (10X) 
ER Pe ee 108.35 .2497 
cigs nsdn nennane 108.26 .2379 
OR ais ike hl 108.24 1414 (2X) 
Springfield, Mo........-- 107.78 .1465 
DIR, sch cdcvecnce 107.71 1917 
NN on naan ewe 107.37 2.1334 (19) 
ee 107.26 .2345 
EE SSS Pere 107.15 .1758 
A ee 106.91 .2688 (12X) 
GeGNGW e co vcccccccsccs 106.74 .1559 
BON GOR. ccc cecicens 106.43 2.9016 (16Z) 
Youngstown............ 106.18 .3642 
rere 106.06 .6118 
Portland, Me.......---- 105.95 .2416 
EELS IRENE 105.74 6091 
Springfield, Iil...........| 105.73 .2378 
EI ti ccecvaeedn 105.64 .3799 
RC Se 105.62 1.4832 
Pe PR cciceanawan 105.58 1947 
a 105.29 5327 
Wilkes-Berre............ 105.29 .3373 
Pc itescenadenseded 105.41 -1556 (32X) 
Pee 104.64 1359 
RS cen aoue ead en 104.42 .2706 
NS Se er 104.33 5716 
CGE ccc ccccceees 104.20 2.7395 
ac taeiecennnne 104.17 -2508 
iin seee tadakaunee aie 104.16 .2676 
BOERNE: oc cccccccesees 104.10 .6728 
Wilmington............ 104.10 .2583 


eNO c cccccccecesece 104.06 -2683 


Ixplanatory Notes: The “S. B. P. Trad- 
ing Area National Buying Power %” is a 
total of the buying power percentages for 
the counties making up the trading area of 
the city, as taken from SALES MANAGE- 
MENT’S April 10, 1938, Survey of Buying 
Power. The counties making up the trad- 
ing areas of the 151 cities have 93.96% of 
the nation’s buying power . . . Certain 
cities, such as Minneapolis and St. Paul, 
have a combined trading area, and the 
same buying power percentage is shown 
for each . . . Certain other cities, such as 
Hammond, Ind., are parts of a larger 
metropolitan market, but the percentage 
of the county in which it is located is 
shown separately. Such cities are desig- 
nated with an X . . . Some counties con- 
tain several cities over 50,000 for which 
bank debits are available, and the county 
buying power percentage is given for each. 


| National Buying 
City July Power %— 
| Ratio > & v 


Trading Area 


a a a ae ae 104.03 .3614 
Springfield, O........-- 104.02 .1157 
PRs chieaeebbe dew 103.98 A174 
 ccvexeanebeexa 103.87 | .2917 (25X) 

sa kia arcecniadid aio beameaens 103.85 .1775 (30X) 
PE re 103.84 .1780 
reer errr 103.69 2.6468 (20X) 
District of Columbia. .... 103.37 | 1.0843 
SIE POLES Rey 103.25 8286 
EE 5 ain wameleiaee 103.24 | .1250 
i ahcdiatih ck mip inaaabecaeats 103.19 -2528 
Los Angeles........... 102.99 3.6154 
New Haven............ 102.95 4555 
SR ire dina ao ie 102.94 -1600 (27X) 
EN cit. cavaneoaacs 102.93 1.1695 
Oklahoma City......... 102.91 .8362 
ee 102.82 .8533 
I, o cacecuraes 102.80 .3076 
Minneapolis........... 102.80 | 2.1940 
Be ieacacesswis 102.75 .8058 
Winston-Salem......... 102.69 1317 
ESS re 102.59 2.8261 
SS ee 102.53 .2227 (26X) 
Fa ae Weed icaiaunirein 102.52 4173 
PE. ccsdcteekacans 102.38 -2609 
ne ee 102.32 .3841 (1) 
PN van eaeanesaen 102.13 -1113 (11X) 
ee OPES EET 102.04 -2659 
iniebekwectabes 101.94 .1137 
Sah wdateiaieaca ae 101.87 -1264 
Fargo-Grand Forks...... 101.80 .3573 
IR cee cavedeeaes 101.67 5.6588 
NS oa bed alae 101.60 6515 
SR a oe rae 101.57 .5811 (3X) 
ee Ee ee 101.53 -2104 
EE 101.42 1774 
Cedar Rapids........... 101.35 .1395 
Fest Waynes occsccecece 101.24 .3332 
ci iN cath ames aa 101.19 -0520 (24X) 
pak phe knee Keka’ 101.16 .2981 (7X) 
SSE a ry eae 101.10 -1229 
Springfield, Mass........ 101.01 .5309 
eS 100.88 .1468 
I 5. ded was mackie 100.82 .2403 
CIR is btn ccveced 100.82 4021 


Los Angeles County is an example. Such 
cities are marked Z. 


County percentage included in Cleve- 
land area. 

Ibid Philadelphia. 

Ibid San Francisco. 

Ibid Boston. 

Ibid Philadelphia. 

Ibid Cleveland. 

Ibid Philadelphia. 

Fall River and New Bedford com- 
bined. 

County percentage included in Hous- 
ton area. 

Ibid Chicago. 

Ibid Cincinnati. 

Ibid Chicago. 

In same county as Springfield. 


. County percentage included in Kan- 


sas City, Mo., area. 


Ibid Philadelphia. 


National Buying 

City July Power %— 
Ratio Ss. & 

Trading Area 


OS ee eT 100.75 2.0291 
wiuareticaseraieaerwee 100.69 .4553 
ES rere ere 100.65 1.1853 
Sere 100.44 .1722 (15X) 
eee as 100.44 .4424 (18X) 
RS wana casiawas 100.44 12.4080 
Ls canncenes 100.43 2.2618 
Philadelphia............ 100.20 4.1148 
2.0 cnamsanee 100.16 -1326 (23X) 
- Agheuboeahees ts 100.15 .2347 (6X) 
ee 99.76 .7688 
REI hescccncoanse 99.61 6516 
NR tn wr nceon aes 99.49 -1638 
S cintiehadiehaw aa 99.39 2.1940 (19) 


Loi sakeinysdbabed 99.35 | 1.1718 
ee ae 99.25 | .4246 


2.9016 (16Z) 


Od iicace ancl 98.97 | .2656 


ee meee 98.97 | 1.1574 
Portland, Ore........... 98.91 1.0865 
a cia cain aside 98.81 3.2638 
RR csc nebe make 98.71 | .1968 
PRS pcccctseces 98.62  .2443 
Grand Rapids........... 98.29 5995 
 iiiaaraaewie 97.97 .3217 
Shreveport............. 97.87 | -3628 
Nc .eenabusecne 97.84 -1563 (4X) 
Rwahseranenenun 97.82 (| .1913 (5X) 
DP iaceneeanaen 97.81 .2733 (8) 
Rs va vatendawnes 97.19 -3158 (13Z) 
i wenn cewaiirn 97.73 .6643 (21X) 
Tee BNNs o occcceses 97.51 .6567 
New Bedford........... 97.45 2733 (8) 
Salt Lhe Clty. occ cecces 96.91 .6061 
ee ee 96.48 | -1538 (28X) 
a ainsi ac 96.28 -2306 
| SEA, 5 cc cckerces 96.23 | 4454 
a aibiie alah sm cien 96.22 .3972 
Albany-Troy-Schenectady 96.00 .8200 
a ERs Bie 95.91 .8714 (17X) 
Ee Pome 95.89 -1631 
S cceaheaemunanae 94.57 1138 
Pak Gauaahaaewa acl 94.47 8694 
i eras acini hihi 94.37 .2996 
| Waterbury..........+0+ 94.23 | .4555 (31Z) 
a ee a | 94.99 57 
Galveston —s_ eww ve ee 93.89 | 0671 (9X) 
Raich bien wie eck aceite 93.56 41 
ine oinciae cence 93.50 7585 
ee eee 93.02 1302 
| RE cw cvenewens 92.96 1978 
|| Little Rock........+s006 92.52 | .3459 
| Montgomery..........- 92.38 .2065 
New Orleans.......---- | 91.87 | .6831 
|| Tampa-St. Petersburg... .. 91.84 | .3189 
ih sia ah ica alarm ete 88.77 .1440 
Chetetion., &. Coc cescccse 88.56 | .1015 
| eer 84.85 .| .8435 
Taig ie aubet won aee 82.77 | .0650 
kainic amslniein 79.18 | .3328 
Deere Peer errr 63.98 2725 


In same county as Los Angeles. 
County percentage included in Bos- 
ton area. 

Ibid Boston. 

Minneapolis-St. Paul combined trad- 
ing area. 

County percentage included in New 
York area. 

Ibid San Francisco. 

Ibid New York. 

Ibid Beaumont. 

Ibid Denver. 

Ibid Philadelphia. 

Ibid Chicago. 

Ibid San Francisco. 

Ibid Seattle. 

Ibid Kansa» City, Mo. 


. Ibid New York. 


Same county as New Haven. 
County percentage included in Harris- 
bug area. 
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MONTHLY VARIATIONS IN BUSINESS BY STATES 
BASE 100 EQUALS MONTHLY AVERAGE OF BANK DEBITS 
FOR YEARS 1934-1936 
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Smart Merchandising and Fashion 
Tie-ups Multiply Volupte Sales 


(Continued from page 18) 


ing that Swell New Volupté Lipstick 
Idea . . . Here are Some Brainstorms 

From us, to you—with love!” 
There's a red arrow splashed across the 
foot of the page, with these words :n 
white: ‘Come on—be a GOOD 
GUY! Turn over!” On the next 
page are reproductions of two dealer 
advertisements, which have the words 

Lip Stick’’ prominently featured in 
the headlines; in each word, the letter 
“I” is depicted as a lipstick. At the 
foot of the page there are copy slants, 
suggestions for dealers who prefer to 
create their own advertisements. 

The Pollock sales letters are the talk 
of the trade for their distinctive brev- 
ity, informality, breeziness and punch. 
Two typical examples are reproduced: 


“To Buyers: 

Back last Friday, Altman ran the at- 
tached ad. But I didn’t tell you a word 
about it, because I had my fingers crossed 
and wanted to see how the item sold. 

If it became a howling, yowling success, 
then I was going to yell, “Hooray for our 


side!" If it was a grand and glorious flop, 
I was going to keep my damn trap shut. 


'-= * 5 *9 75 7) 7 Oe 


i ee ee 


“Foremost in Friendliness” 
@ Newly decorated and 


comfortable rooms. 


@ Excellent Food and 


Entertainment. 


@ Center of Chicago’s 
Loop. 


So, to make it short and sweet .. . it's 
a push-over.” 
“To Buyers: 

‘Goody, KO idy, good ° 
is coming. 

“And no matter what 
gcts gay. 

And to fit in with a festive season, 
here are two December 1st ads with scintil- 
lating, tintillating, glamorous merchandise. 

‘Remember . Merry Christmas!” 


. Santa Claus 


everybody 


There are 12 men on the road sell- 
ing Volupté products, a rather small 
number in view of the national dis- 
tribution the line enjoys. It's a com- 
pany policy to keep the number small 
enough so that each can be certain of 
good returns from his territory. As 
Mr. Pollock expresses it, “I have been 
a salesman myself, and I have known 
what it was to be worried about 
whether my commissions would meet 
the rent; and I know the value of a 
territory that provides a good living. 
As a matter of fact, I think a man 
should not be sent out on a route un- 
less it will pay him more than a liv- 
ing. Our men are on commission, and 
each has a good slice of juicy territory. 
It's large, and he must hustle to cover 
it. But we don’t decrease it until he 
yells, ‘Help! Do you think I’m 


twins?’ ”’ 


Selective Distribution 


Each man is in complete charge of 
his territory. If an order comes in 
from a new customer in a town he 
visits, it is referred to him and he has 
the decision as to whether it be filled. 
Why should the firm risk killing 
his business with primary accounts, 
through establishing a poor, secondary 
one? Experience has shown that a 
secondary market may clamor loudly 
for the line; but, after receiving it— 
‘thus causing the good account to lose 
|interest in the product—it, too, drops 
| the new line to rush after whatever its 
| better-grade competitor is pushing at 
the moment. There are, of course, 
icities where Volupté merchandise is 

carried by several stores, but the sales- 
|men are supposed to decide upon the 
| Policy to be followed in each instance. 


| It's a Volupté theory that in order 
ito ensure the loyalty of a sales staff, 
it's necessary .o lean over backward to 
give them all credit due them. What 
could be more disheartening to a sales- 
man than to be told by a buyer at, say, 
Carson, Pirie, “We mailed our order 
in last month,” if he has received no 


credit for the sale? If an order comes 
in from a town in a man’s territory, 
even though he never visits it because 
of the expense, he receives credit. 
Likewise, it is against the company’s 
policy to “take the cream and make 
them house accounts.”’ 

Salesmen are judged solely by the 
volume of business they turn in and 
are not required to send in reports. 
Says Sales Manager Pollock, ‘I have 
myself waited three hours to see a 
buyer, and this is an experience that 
might befall any salesman. But do 
you think he’d write that on a report? 
Of course not, for he’d fear he 
wouldn't be believed. He’d fake that 
day’s report—and once started in the 
habit of faking, his reports are worth- 
less. Besides, reports take too much 
time and energy.” 

He doesn’t believe in bombarding 
salesmen with long letters or other 
material, He writes to them only when 
he has something definite to say, and 
says it briefly. Even if the purpose of 
a letter is to administer a well-deserved 
rebuke, he keeps in mind the possi- 
bility of its arrival at a moment when 
the salesman’s morale is pretty low; 
so he makes it a practice to end each 
letter with a “‘lift.” Salesmen are 
notified, of course, as to what’s new, 
what the firm is doing and plans to 
do. For example: 


“Dear Harry: 

“Life is funny. Life is strange. The 
good things we forget, the bad things we 
remember. 

“It’s like having a wife. If she is good, 
we don’t talk about her. In fact, we take 
her for granted. And if we are real dare. 
devils, we cheat. 

“And so it is with the Whisk-er com- 
pacts. 

“It's a staple. It just keeps repeating. 
So, therefore, I forget about it, you forget 
about it, and the whole goddam company 
forgets about it, except . . . the factory. 

“The good old factory! They tell me 
Whisk-ers are selling, and they also tell me 
the men forget it, and take it in their stride. 

“So-0-0, rain or shine plant that 
Whisk-er all over again. It's bread and 
butter business.” 


One evidence of the soundness of 
Volupté’s sales policy is the fact that, 
despite the well-known reluctance of 
buyers to leave their stores, the firm's 
salesmen open up showrooms at their 
hotels and show the line there, and 
buyers go to see it—because they're 
always sure of seeing something new, 
with style tie-up promotional possi- 
bilities. 


Jacobs Steady Balin Co. 


Whipple Jacobs, former v.-p. in charge 
of sales, succeeds the late Joseph C. Belden 
as president of Belden Manufacturing Co., 
Chicago, President Jacobs, who started as 
a factory inspector, has been with the firm 
24 years, with the exception of 20 months 
“time out’ when he was in France with 
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Marketing Flashes 


- Looks Away at a New Industry—A Glass That 
Bends But Won’t Break —“Razor Blade’? Plows | 


Yam Starch 

That boiled shirt which plops so 
impressively may be stiffened with 
starch from the southern sweet potato 
if D. Scrivanich & Co., Philadelphia 
exporters and importers, have their 
way. 

The company is marketing agent for 
Sweet Potato Growers, Inc., Laurel, 
Miss., co-op farmers. Heretofore most 
of the starch used in this country has 
been imported from Europe; and most 
Dixie sweet potatoes are waste, culls 
too large for table use. Research over 
a period of years has found in starch 
from yams the answer to both prob- 
lems. 

Two million pounds of the sweet 
potato starch are being sold to the tex- 
tile, laundry, confectionery, baking, 
canning, and cosmetic industries by 
Scrivanich, under the direction of Sales 
Manager Charles W. Nordland, for- 
merly with Wallerstein Laboratories, 
N. Y. Should those divergent indus- 
tries take to the home-made product, 
Hard Times will not come a-knocking 
at the door down in Dixie. 

At present, farmers are receiving 30 
cents a bushel for potatoes delivered 
at the starch-making factory. With an 
average yield of 200 bushels an acre, 
that’s $60 an acre. 


Polyvinyl Acetal 
A new safety glass was hailed as 
the “outstanding achievement of the 


She’s rolling a sheet of glass. 
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year in the reduction of auto casual- 
ties’ at a recent dinner at Franklin 
Institute, Philadelphia. 

Five companies spent $6,000,000 
and six years of research to perfect the 
glass. It is composed of two thin 
layers of plate glass between which is 
sandwiched a transparent plastic, 
“polyvinyl acetal resin.” The plastic 
is stretchable; hence, when attempts 
are made to break the glass, it ‘‘gives,”’ 
cracks, but does not shower into dan- 
gerous splinters. After a sheet of the 
laminated glass had been broken by a 
hammer, it was rolled up like a rug 
for the edification of 325 executives, 
scientists and government officials at- 
tending the dinner. 

Carbide & Carbon Chemicals Corp., 
du Pont, Libbey-Owens-Ford, Mon- 
santo Chemical, and Pittsburgh Plate 
Glass were the joint inventors. They 
say it will be available to all car 
makers, at no price increase, in suffi- 
cient quantities for 75% of the autos 
and trucks produced this year. 


Beer Birthday 

April 7 marked the sixth anniver- 
sary Of the re-legalization of beer, and 
United Brewers Industrial Foundation 
tapped a keg of figures to celebrate. 

In those half-dozen years, $1,419,- 
000,000 of Federal taxes have been 
paid by brewers on 275,000,000 bar- 
rels of beer, ‘creating a direct business 
volume of more than $9,000,000,- 
000." About $120,000,000 was spent 
for advertising. 

Consumption is now “running about 
37% ahead of 1934. Beer is now 
legal in every state in the union. Im- 
provement in packaging and merchan- 
dising has influenced beer’s increasing 
popularity in the home.” 


Raydex 

While Oliver Farm Equipment Co., 
Chicago, is not exactly beating its plow- 
shares into razor blades, it is selling a 
‘"Raydex”” model that can be changed 
with the ease of a safety razor blade. 

“A conventional share sooner or 
later loses its sharp edge,” say Oliver 
officers, ‘then it must be re-sharpened 
by a blacksmith, because it costs too 
much to throw away. On the average 
it is re-sharpened three times before it 
reaches the junk pile. Sharpening a 
plowshare is an art, and it is fast be- 
coming a lost art. Moreover, farmers 


For 
BIG TARPON 


eo 


Gamest Fish that Swims 
USEPPA ISLAND, FLA. 


OW’'S the time to get away and get 
your tarpon, gamest of all game fish. 


| 


If you've never brought a big fighting tarpon 
to gaff, your angling thrill supreme still 
awaits you. 


Take a good look at the typical tarpon acro- 
batics, pictured above. Imagine trying to 
handle a 50 to 200 lb. sinewy, twisting, 
leaping fish on an 18 thread line for an hour 
or so — that’s sport! 


Useppa Inn, Useppa Island, Florida, be- 
tween Boca Grande and Captiva Passes, 
most famous (and rightfully so) of all tar- 
pon runs, is open to June. Pullman service to 
South Boca Grande or plane service Via 
Tampa. Comfortable, club-like accommoda- 
tions for the more discriminating sportsman. 
Also golf, bathing, tennis adjoining the Inn. 


For boat, guide, reservations, write or wire 
Mr. Floyd Alford, Manager, Useppa Inn, 
Useppa Island, Florida or New York Office, 
745 Fifth Avenue, New York City. 
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HERE'S 
A THREE-SHEET 
BARGAIN BUY 


For Out-Door Displays 


| have leases on prominent 
buildings and some upright 
structures for framed panels. 
These panels are licensed, lo- 
cated and operated and main- 
tained to comply with all local 
regulations, civic, union and 
otherwise. | will dry post your 
displays and supervise them 
with bonded representatives. 
Your displays can be changed 
every 30 days. Here are the 
cities and number of locations. 


ROCHESTER, N. Y. 165 
East St. Louis, Mo. 35 
Toledo, Ohio 120 


For complete details address 
Box 643 


SALES MANAGEMENT 
420 Lexington Avenue 
New York, N. Y. 


MANAGEMENT 
ASSISTANT 


Broad-Gauge Executive 

Sixteen years’ Successful Record; Eight 
years Assistant to President. 

Covering technical products for indus- 
try, consumer merchandise and in- 
tangibles. 

Handling Public Relations & Personnel. 

Selling forcefully; training others to 
produce; earning complete coopera- 
tion of all departments and per- 
sonnel. 

Accounting and financial control of 
branch-office and interdepartmental 
budgets, and coordinating adminis- 
trative routine. 

Analyzing Markets and Sales Effort in 
relation to potentials and results 
obtained. 

Developing Advertising & Promotion to 
obtain maximum results at minimum 
costs. 

Creating consumer demand through 

modern packaging and display. 


At 38, a progressive manager with 
broad experience, contacts, and high- 
est personal and business references. 

More interested in congenial future 
opportunity than in immediate re- 
turns. 

Prefers Western, Southern or Foreign 
location. 

Write in confidence to — 

PHILIP SALISBURY 
Executive Editor 

SALES MANAGEMENT MAGAZINE 
420 Lexington Ave. 

New York, New York 
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now have trouble in finding any kind 
of blacksmith shop.” 

Raydex plow points are sold in a 
package. Four of them cost consider- 
ably less than a conventional plow, and 
“replacement with brand new points 
gives new plow performance.” It is, 
claims Oliver, the first plow improve- 
ment in 50 years. 


Busy Lion 

Gilmore Oil Co., San Francisco, has 
discovered that its filling station gal- 
lonage sales can be upped 8% by in- 


stallation of a new illuminated porcelain 


courtesy, etc... 


enameled sign. All other advertising 
comes down from stations when the 
new “lion” sign (a company trade- 
mark) is mounted on a 20-foot pole. 

To encourage dealers to come up to 
Gilmore standards of cleanliness, 
the neon-lit signs were 
issued only to 400 stations with good 
records. When sales jumped in every 
instance, other dealers clamored for 
lions. More are being delivered to 
Southern Cal. stations that behave. 

California Metal Enameling Co., 
Los Angeles, makes the six-colored 
signs. Cooperative Sign Co., L. A., 
did the neon work. 


Hot Off the Griddle 

Largest telegram ever sent by West- 
ern Union, 12 feet long, six feet 
wide, carried tidings of the largest 
day’s business in the 15-year history 
of Electrolux Corp. Containing actual 
sales reports on electric cleaners of 
over 250 cities, the message went to 
President Charles G. Groff in Del 
Monte, Cal. . 

A “Sterilamp”’ to sterilize refriger- 
ator food compartments with ultra- 
violet rays is announced as a plug-in 
accessory by Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio. Requir- 
ing less than one-fourth as much cur- 
rent as an ordinary 25-watt lamp, it 
kills bacteria and micro-organisms 
zing, just like that... . 

Schenley Distillers Corp., N. Y.., 
brings out ‘‘World’s Fairest Brand” of 
blended whisky in a bottle that is a 
reproduction of the Empire State 
Building, Schenley’s headquarters. It 
is “designed as a lasting souvenir’ of 
the World's Fair—the bottle, not the 
contents. . , 

Goodyear Tire & Rubber Co. took 
a page in S.E.P., to ask “what will be 
the first cigarette to take advantage of 
this?”—Pliofilm as a wrapper. What 
could be better than one so “waterproof 
that it can be used for raincoats and 
umbrellas?” At press time Reynolds, 
Liggett & Myers, Lorillard, and Amer- 
ican Tobacco had not dashed to Akron. 
But you never can tell. 


Advertising 
Campaigns 
(Continued from page 19) 


today. And American opinion based on 
firmly held mis-information may be more 
dangerous than a mere lack of information 
would be.” 

Cunard points out the moral: ‘Get 
behind the headlines and form your 
own opinions.” 

Cecil & Presbrey, N. Y., is in charge 
of the newspaper effort, and will 
watch the news for further pertinent 
reasons why travelers should go abroad 
now—via Cunard. Buchanan & Co., 
N. Y., handles the line’s magazine 
space in 15 publications. 

Hamburg American Line and North 
German Lloyd report no increased ad- 
vertising by Albert Frank-Guenther 
Law, N. Y. agency. Currently some 
15 magazines, and newspapers varying 
in number with the seasons, are used. 
However, the agency claims that pas- 
senger lists show an unusual number 
of travelers who are sailing on these 
German ships for the fifth, sixth, and 
more, crossing. 

Nippon Yusen Kaisha, Japanese 
line (Caples agency, N. Y.), admits 
that passenger traffic has dropped, 
plans no additional publicity attempt 
to bring it up until the fighting sub- 
sides. About six magazines and news- 
papers c-to-c are on the schedule. 

Italian Lines, through Wendell P. 
Colton agency, N. Y., is making no 
special effort to counteract headline 
heart-stoppers, carrying on with its 
regular program in such magazines 
as Vogue, Harper's Bazaar, Life. 
Whereas it usually runs three or four 
Summer Mediterranean cruises, only 
one is scheduled this year. 

French Line (N. W. Ayer agency), 
is crowing about a thumping increase 
in its trafic. For January of ’39 num- 
ber of Eastbound passengers was 69% 
higher than in Jan., ’38; for the first 
three months of this year the advance 
in all traffic was 28%, as compared 
with °38. Total of passengers for 
Jan., Feb., March was 10,997 this 
year; last year in the same three 
months (which are not the rush sea- 
son) the total was 8,513. 

No effort is being made to tie into 
news items by the French Line. Some 
11 or 12 class magazines are employed, 
plus a large number of newspapers. 

United States Lines (agency: J. 
Walter Thompson, N. Y.), reports no 
slack in advertising and “holding our 
own” in passenger traffic. Ten or 12 
magazines are on the schedule, as 
well as newspapers in eight or ten 
cities all over the country. Maga- 
zines include Time, Newsweek, New 
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Yorker, and the rest mostly class and 
travel publications. 

Transatlantic Conference of all lines 
is releasing no figures on total volume 
now as compared to a year or more 
ago. Your guess is as good as the 
next fellow’s. It’s a fairly safe theory. 
though, that volume is down; that 
ships of the so-called democracies are 
benefitting at the expense of ships of 
the so-called dictator countries. 


Puffing the Product 


Quaker Oats Co., Chicago, has shot 
extra power into the ad budget to puff 
its Puffed Wheat and Rice. This 
“largest campaign’ will employ pages 
in Hearst Comic Weekly, Metropolitan 
Sunday Newspapers, and other papers 
c-to-c, as well as the “Dick Tracy” 
five-a-week program on NBC's Red 
network. 

Premiums for kids get the spotlight. 
They include a flashlight, a rocket 
plane, a telephone, pencil set, and a 
Chinese checker set. Many have two 
initials applied to match the recipient's 
name. All are free with box tops. 
Baseball suits and equipment are also 
on the premium list to chime in with 
observance of baseball's centennial. 

Sherman K. Ellis, Chicago office, is 
in charge. 


Backscratchings 


A trio of big-time advertisers are 
delicately scratching the backs of deal- 
ers in hopes that their own itching 
spines will be curried in return. 

Procter & Gamble (through Comp- 
ton, N. Y. agency) will run b. & w. 
“institutional” pages in S.E.P. and 
Life on behalf of the laundries. “The 
ads will not appear as explicitly spon- 
sored by P & G, but the cost of them 
will be entirely sustained by that com- 
pany in the interests of the laundry 
trade.” The series breaks May 13, and 
will extend through Summer. 

“To assist the industry in capitaliz- 
ing on this first institutional 
effort in recent years, P & G will offer 
various merchandising and _ sales-aid 
devices to a large number of laundries 
at no cost.” Ads will tell what noble 
establishments laundries are, and what 
sterling characters laundrymen possess, 
with never a peep about Ivory soap. 

Fleischmann’s yeast division of 
Standard Brands describes ‘‘a safer way 
to alluring slenderness . . . the Bread 
Diet” which specifies two slices of 
bakers’ bread at every meal. Pages 
and spreads in S.E.P., Life, McCall’s, 
Good Housekeeping have a coupon 
addressed to the American Institute of 
Baking (the ostensible sponsor), with 
which Fleischmann is cooperating. 

J. Walter Thompson, N. Y., placed 
the copy and pictures of streamlined 
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models, who (presumably) got that 
way by eating bakers’ bread ‘‘made of 
pure, nourishing ingredients, baked in 
scientifically controiled ovens, to deli- 
cious perfection.” 

Seagram-Distillers Corp. is cultivat- 
ing good will for liquor retailers with 
ads in Life, Time, Liberty, Collier's, 
Esquire, New Yorker, newspapers, and 
by store and window displays. 

“We want the good will of our 
community,” is the theme. Bar and 
package store owners’ “‘principles of 
conduct” are listed. They include 
pledges not to sell to minors, a belief 
in moderation, “drinking and driving 
do not mix,” etc. Magazines carry 
spreads in color. None of the ads 
mention Seagram except for a line, 
“Good Will for Bars and Stores Spon- 
sored by the House of Seagram.” 

Warwick & Legler, N. Y., is in 
charge. 


Are yua GOLFER 
or should you switch 


tt QUOITS? 


Our Golf Progress Chart 

will tell. Original, amusing, 
Ya gay. Atimely inexpensive 
spring tonic for your mailing list. Ample 
room for sales message. Graphsthe ups and 
downs of your game. Room for a season’s 
scores. Great good-will builder. Sample 
and prices on request. 


SCHNEIDEREITH & SONS 
212 S. Sharp St., Baltimore, Md. 


| THIS HOTEL 


| @ Under the same roof with you 
are the five fine buildings of the 
Terminal development, and the 
Union Terminal itself. 


@ Rooms are comfortable, the meals 
are famous. And everyone tries to 
prove we're glad to have you with 
us. 


Air-conditioned 


restaurants—dancing— 


Men’s Cafe. 


were 7, 
CLEVELAND, 


dewclamne 
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Try This When Your Men 
Grumble About “Old Stuff” 


Do your salesmen complain, ‘Everybody 
knows our chief talking points. I’ve been 
repeating them until they're frazzled out 
We need something new?" If they don't 
mutter in this wise, then your men are 
paragons. But they seldom stop to consider 
that what is old stuff to them may _ be 
brand new to a customer or prospect. The 
latter hear the story only occasionally; they 
forget; they have their own interests which 
drive the strongest impressions out of 
their heads. 

Therefore, a sales manager should keep 
dinging away at his men the fact that the 
must keep dinging away at customers. H. J. 
Scherck, of A. S. Aloe Co., St. Louis, does 
a solid piece of repeating good homely 
truths in the following bulletin for sales- 
men. His idea is capable of adaptation by 
divers businesses. 

“Would your merchandise sel] just as 
well with your competitor's name on it? 

“The natural (though often unspoken) 
reaction of a customer to any salesman’s 
request that he buy As merchandise is, 
What's it got that your competitor's hasn't 
got?’ 

“If the salesman doesn’t make a pre- 
sentation that answers this question con- 
vincingly, he often fails to sell. If you 
fail to emphasize the one best exclusive 
feature of Aloe merchandise and _ service 
you are failing to sell in the way that will 
profit you and us, on a long time basis. 

“A successful salesman may have tex 
good reasons why the customer should buy 
his goods. But he searches for the one 
best reason, the one keynote idea which 
will sell all of his products, on a perma- 
nent basis. And he repeats this argument 
on every call. 

“The experience of large advertising 
agencies has shown that the consumer will 
remember the one exclusive feature of a 
brand if it’s been emphasized or repeated 
enough to him. And if this feature appeals 
to him, he'll try the brand which has it. 

“It's the same thing in selling. But 
sticking to this one best argument is a hard 
job. The salesman gets tired of saying it 
over and over. The house gets tired of 
plugging it constantly in its advertising. 
But it's the road which has led to the 
success of many outstanding companies. 

"We, at the Aloe Co., have such a key- 
note argument. It can be expressed in a 
dozen different ways—'permanence,’ ‘de- 
pendability,’ ‘leadership,’ ‘stability.’ 

‘But no matter how it is said, it still 
means more than three-quarters of a cen- 
tury of making good on our word, of 
backing up our guarantees. It means hon- 
est, published prices which may sometimes 
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be undersold, but which are always the 
competitive standard of the industry. These 
prices, for years, have been protection to 
the entire medical profession for they have 
held dealers everywhere to a fair level. 

In the long run, then, your most potent 
sales argument—the key argument you 
should slowly drum in on call after call— 
is the pride you yourself should feel in 
this organization. Sell our service to two, 
sometimes three generations of physicians 
in the same family, our tremendous desire 
to help each customer with his individual 
problems. Sell our ambition to carry a 
really full line—absolutely everything the 
doctor or hospital might possibly need. 
Sell our responsibility—the fact that his 
Siccline cabinet will be serviced 20 years 
hence with the same care as it would be 
tomorrow. For the obligation of bigness, 
of leadership, is the utter necessity of being 
above reproach. 

“Sell the energy, the ambition, the aspira- 
tion of the Aloe Co. to be something not 
alone bigger, but better than anything this 
industry has known. If, over a — of 
time, you can sell this spirit behind yo@ 
company, you've made not alone a sale, but 
a permanent customer. 

“It will pay you.” 


How About Prospecting in 
Fresh Fields During Doldrums? 


Slack seasons can be fruitful, for they 
provide opportunity to round up fresh ac- 
counts which are necessarily pushed aside 
in busier times. At least that has been the 
experience of W. W. Meissner, district 
sales supervisor of Mantle Lamp Co. of 
America, Chicago. 

He utilizes “low tides” to send a series 
of letters to small town merchants who 
are prospective dealers for his firm’s prod- 
uct. Mantle Lamp men have the leisure to 
follow-up these letters. The combination 
has brought excellent returns in increasing 


Round Table Winners 
for March 


H. J. Scherckx 
A. S. Aloe Co 
St. Louis 


W. W. MeIssNner 
Mantle Lamp Co. of America 
Chicago 


Lorine D. Roperts 


John H. Sperry Co. 
Boston 


If You’ve Written a Letter That Gives 
an “Extra Satisfied” Feeling, Send in 
a Copy to This Department. It May Win. 


dealerships. One of the letters is repro- 
duced below. It is simply, frankly, effec- 
tively written. 

“Do you want more customers? I don’t 
mean ‘one time’ customers—that is, the 
sort that just drops in once to take ad- 
vantage of some special offer you may be 
making and then never shows up again. 
I mean real honest-to-goodness long time 
customers . . . the kind you can bank on 

who will return to your store time 
after time at frequent intervals for a long, 
long time to come. 

“What I have in mind is not some new 
suddenly inspired untried proposition. 
Quite the contrary. It is one that over 
12,000 of the best rated livest retail mer- 
chants are using today in as many towns 
and villages throughout this great nation 
of ours. 

“And let me tell you, you can’t work 
with this many merchants and keep them 
happy and enthusiastic year after year, un- 
less you have a real article, a_straight- 
forward legitimate sales and advertising 
plan, and a policy that assures dealers of 
liberal profits. 

“IT don’t mind telling you right now 
that my proposition concerns the authorized 
dealerships in your locality for the famous 
Aladdin kerosene (coal-oil) Mantle Lamp 
—one of the greatest necessities for the 
rural and small town home. You already 
know something about it. It has been 
nationally advertised for over 30 years in 
newspapers, farm papers and magazines. 
And for the last ten years over the air 
waves, too, by such nationally known enter- 
tainers as Smiling Ed McConnell, Joe 
Dumond, Hugh Aspinwall, Tex Owens, 
etc. But more about both the Aladdin and 
its advertising later. 

“All we ask is the opportunity of laying 
the entire Aladdin program before you for 
your consideration. Your request for it 
would not incur the slightest obligation. 
Mail the enclosed postal today.” 


Easy Does It as a First Step 
at Collecting Past-Dues 


Here’s an engaging collection letter that 
is clicking for David Palons & Co., Orange, 
N. J. We like its informality and lack of 
snarling: 

“Dear Friend: 

“An account is sometimes like a train. 
They are both late at times. 

“We are sending you this letter because 
your account of $.... is a little over-due, 
and we are asking you just as you would 
ask a station master, ‘What time do you 
think she will roll in?’ 

“How about sending us a payment say- 
ing, ‘Here she comes now’ ?” 
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Media 


(Continued from page 33) 


over control of Station WAAW, Omaha, 
Neb. Application has been made to change 
the call letters from WAAW to KOWH. 
The new station will be operated on a day- 
time basis only, and will be managed by 
Vernon Smith, formerly manager of Station 
WREN, Lawrence, Kansas. 


Media Men 


Niles Trammell, executive vice-president 
of the National Broadcasting Co., has been 
elected a member of the company’s board 
of directors to fill the chair vacated by 
George K. Throckmorton, resigned. 

Owen F. Uridge, who for two years has 
been sales manager of station WJR, De- 
troit, has been promoted to assistant general 
manager. 


Allen E. Norman, 
v.p. Fawcett Pub- 
lications, Inc. 


W. H. Fawcett, president of Fawcett 
Publications, Inc., N. Y., has announced 
the appointment of Allen E. Norman as 
vice-president of the company. Mr. Nor- 
man joined the organization in 1934 as ad- 
vertising promotion manager. In 1936 he 
was made general manager, in which Ca- 
pacity he continues in addition to his new 
responsibility. 


Dr. Franklin R. 
Cawl, director of 
research and mar- 
keting for Farm 
Journal and 
Farmer’s Wife 


Dr. Franklin R. Cawl, formerly professor 
of merchandising at the Wharton School 
of the University of Pennsylvania and who 
recently resigned as merchandising director 
of the Philadelphia Inquirer, has been ap- 
pointed to the newly created post of direc- 
tor of research and marketing for the 
combined Farm Journal and Farmer's Wife. 
Dr. Caw] will work out of the Philadelphia 
office. 

Godfrey Hammond, who for the past 
year and a half has been executive vice- 
president of Popular Science, has been 
elected president of Popular Science Pub- 
lishing Co., to succeed Albert L. Cole who 
continues as a director and consultant of 
the company 

Warren F. Chamberlain, formerly with 
various of the fashion magazines, has been 
named general manager of the New York 
Herald Tribune Retail Merchandising 
Service. 

Thomas E. Conklin, president of Verree 
& Conklin, has become vice-president of 
John B. Woodward, Inc., and of Tenney, 
Woodward & Conklin, Inc., and a partner 
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in Conklin & Woodward, Canadian divi- 
sion of John B. Woodward, Inc. 
Conklin has been dissolved. 
changes involved are the appointment of 
John B. Woodward, Inc., as national ad- 
vertising representatives of the Detroit Free 
Press, 


Veree & 
Among the 


James A. Coveney has resigned as a part- 


ner of George A. McDevitt Co., newspaper 
representatives, to form the James A. Cov- 


eney Co., which will act :as sole national 
representative for a group of approximately 
5C shopping newspapers. The pages will be 
sold as a medium to national advertisers. 
Among others who will be associated with 
Mr. Coveney is A. H. Kenyon, who, until 
his resignation on January 1 this year, was 
assistant to the publisher of the Philadel- 
phia Record. Offices have been established 
in New York. 


Nortuine will lift your 
spirits like the restful roll- 


ing ocean —unless it’s the 


heartening hospitalities at these great boardwalk hotels. . . . Let 
salt air and sunshine tell you outwardly that spring has reached 
the shore. We'll see that the “blues” fade inside. Tempting meals. 


Bright seaside lounges. Health baths. Varied amusement. 


LREEOS AN D Ete & 4 


CHALFONTE-H 


= ¢ @TF TF COMPANY 


ADDON HALL 


On the Boardwalk ATLANTIC CITY 


@ Open all year are five fine Collier 
Florida Hotels—leading East Coast, 
West Coast and interior hotels—cater- 
ing to the business man—conveniently 
located for anyone making a trip around 
the state. 


Tampa 
HOTEL TAMPA TERRACE 
HOTEL FLORIDAN 


west Pablo Beach 


HOTEL DIXIE COURT 


Lakehand 


HOTEL LAKELAND TERRACE 


Everglades 


EVERGLADES INN 


COLLIER FLORIDA COAST HOTELS 


Se 


| \ by their patronage, 
| established The Drake as an 
| address of distinction. Here 
| refined luxury, thoughtful 
| ' service, and choice location 
| delight the discriminating. 


A. S. Kirkeby, Monaging Director 
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The Drake 


Lake Shore Drive - CHICAGO 


Tlosida "INEM" 
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McCann-Erickson in Idea 
Suit Over “Twenty Grand” 


McCann-Erickson, Inc., will be called to 
appear before the U. S. district court in 
New York within the month to defend 
a $100,000 idea suit being brought against 
the agency in connection with the Axton- 
Fisher Tobacco Co. (Twenty Grand ciga- 
rettes) account. Plaintiff in the case is 
Leora Sollows, who is claiming $100,000 
damages, alleging that an idea of hers 
formed the basis of the presentation which 
enabled the agency to secure the Twenty 
Grand account. 

Miss Sollows claims that in line with 
other cigarette manufacturers’ stress of 
smoking after strenuous activity or nervous 
tension, she suggested the idea of smoking 
before encountering any nerve-trying ac- 
tivity. Although the idea has never been 
used as a copy theme for Twenty Grand 
she holds that it was included in a com- 
prehensive plan of suggested illustrations 
and copy which she submitted to E. D. 
Hill, vice-president of the agency. 

The plan, the plaintiff maintains, re- 
mained in the hands of the agency for two 
years, during which time the Axton-Fisher 
account was secured, yet the agency failed 
to pay her the “verbally agreed” 5% 
“customary fee for such services.” Miss 
Sollows’ $100,000 claim is based on her 
estimate that during the four years the 
agency has handled the account, it has 
placed some $2,000,000 worth of advertis- 
ing for the client. 

The agency will fight the suit on the 
grounds that Miss Sollows’ idea was not 
used in its presentation to the client, but 
that the account was based on a three- 
point appeal suggested by Mr. Hill. Those 
points, brought out by Mr. Hill in the 
preliminary hearing of the case recently, 
were: Quality, (emphasis that Twenty 
Grand cigarettes are made of the same 
quality of tobacco as that used in the four 
big brands), economy (stress on its ten-cent 
price), and testimonials. 


Art for Compton’s Sake 


It was strictly an intra-mural affair, the 
art exhibit that Compton Advertising Inc., 
New York, held last week to give its pro- 
fessional and hobby artists a chance to show 
off their talents. Yet news of the activity 
got abroad, caused the agency to be cheer- 
fully dubbed “longhaired’’ and sent  re- 
porters up to the Compton offices to find 
out what it was all about. 

It turned out simply that there are a 
number of artistically inclined people on 
the Compton staff, some employed in the 
art department and others as copywriters, 
space buyers, etc., who thought it would 
be fun to have an art exhibit. Each con- 
tributed specimens of his artistic endeavors. 
Of the seventy-two hangings, only one 
was concerned with advertising. The others 
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ranged from pen and pencil sketches to 
oils and tapestries. 

Best in show was awarded in the two 
classifications in which entries were made: 
Professionals, work done by members of the 
agency's art department, and novices, en- 
tries from non-professional artists. Laurels 
in the first classification went to Loren 
Stone, a senior member of the art de- 
partment, and in the second to Harriet Car- 
penter, formerly with the agency, and Al- 
len Flouton, of the media department. 


Agency Notes 


G. Lynn Sumner, president of G. Lynn 
Sumner Co., Inc., New York agency, has 
been nominated for president of the New 
York Advertising Club. At present vice- 
president of the club, Mr. Sumner is the 
only nominee for the presidency in the 
annual election to be held May 9. 


G. Lynn Sumner 
... due to head 
the N. Y. Ad 


Club next month. 


Other names chosen by the nominating 
committee for officerships in the club in- 
clude: John A. Zellers, vice-president of 
Remington Rand, Inc., for a_ three-year 
term as vice-president; James A. Brewer, 
president of Brewer-Cantelmo Co., treas- 
urer; Lowell Thomas and Joseph F. De- 
laney, vice-president of Davis, Delaney & 
Harris, Inc., for three-year terms as direc- 
tors; and Frank A. Conolly, merchandising 
manager of Oakite Products, to fill Mr. 
Sumner’s unexpired term as vice-president. 

* * * 

In its annual Radio Publicity and Ex- 
ploitation survey, Billboard magazine 
awarded scrolls of honor to three New 
York advertising agencies for excellence in 
radio publicity. First place winner was J. 
Walter Thompson Co.; second place, 
Young & Rubicam; and third place, Ben- 
ton & Bowles. 

* * * 

April 1 marked the thirtieth anniversary 
of the Charles W. Hoyt Co., New York, 
celebrated by a stag dinner. 

* ” cad 


Resigned by Young & Rubicam during 
the last fortnight, the account of G. Kreu- 
ger Brewing Co., Newark, has been placed 
with Warwick & Legler, same city, effec- 
tive May 1. 

* * & 


Roy A. Sorensen has resigned from the 


Chicago office of Stack-Goble Advertising 
Agency to open his own advertising busi- 
ness under the name of Sorensen & Co. 
The following are among the accounts that 
will be handled by the new agency: Bow- 
ey’s, Inc. (Dari-Rich flavoring extract), 
Fannic May Home Made Candy Shops, AI- 
lerton Hotel and John P. Harding Hotel 
and Restaurants, all of Chicago. 
*£ *% * 

Barton & Goold, Inc., is the name of a 
new agency that has been organized in 
New York by Roger Barton and Gilbert 
Goold. The former is president of the 
agency, the latter secretary, treasurer and 
space buyer. Account executives include: 
James I. Gorton, Victor F. Lawrence, 
LeRoy MacLeod and Arthur T. Smith. 
Richard Chenault is art director and Row- 
land Creitz, production manager. 

2 

In “the most comprehensive survey of 
newspaper readership ever conducted in the 
British Isles,” J. W. Thompson Co., Ltd., 
reports it found that 98% of England's 
adult population reads newspapers—either 
national, local or both. The survey was 
made among 17,000 people in 30 com- 
munities in England, Scotland and Wales. 


Pirie MacDonald 

(left) becomes BBDO 

president as Roy Durstine (right) leaves 
the agency. 


Pach Bros. 
Bruce Barton 


People 


The board of directors of Batten, Barton, 
Durstine & Osborn last week elected Bruce 
Barton president of the agency to succeed 
Roy S. Durstine, resigned. Mr. Barton, 
who was chairman of the board, will be 
succeeded in that position by William H. 
Johns, former chairman of the executive 
committee. The board named Alex F. 
Osborn, vice-president in charge of the 
agency's Buffalo office, executive vice-presi- 
dent with headquarters in New York, and 
F. R. Feland, former vice-president and 
treasurer, chairman of the executive com- 
mittee to succeed Mr. Johns. Mr. Dur- 
stine has announced no plans for the fu- 
ture. 

Herbert D. Strauss, formerly with the 
New York Times, and more recently ad- 
vertising manager, Riggs Optical Co., Chi- 
cago, is mow associated with the New 
York office of Grey Advertising Agency, 
Inc., as an account executive. For many 
years active in Chicago advertising circles, 
Mr. Strauss has served as president of the 
Chicago Direct Mail Club and on the board 
of directors of the Chicago Federated Ad- 
vertising Club. 

Paris & Peart, New York, has announced 
that John F. Saunders, former account ex- 
ecutive and copy man at Batton, Barton, 
Durstine & Osborn, has joined the agency 
as account executive to handle the advertis- 
ing of A & P Coffees and A-Penn Oil. 

Gerald S. Beskin Advertising Agency, 
Inc., Minneapolis, has named Edward P. 
Shurick, Sr., head of its radio division 
and Robert Barringer assistant radio direc- 
tor. Mr. Shurick has been associated with 
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Twin City radio for the past mine years, 
having been Minneapolis manager for sta- 
tion KSTP, St. Paul, and assistant general 
manager of Minneapolis station WDGY. 

C. William Anderson, who resigned re- 
cently as president of the New York 
agency of Anderson & Joy, has joined Dil- 
lingham, Livermore & Durham, Inc., same 
city, as account executive and director of 
merchandising. For many years active in 
drug and toilet goods advertising and mer- 
chandising, Mr. Anderson has been asso- 
ciated in these activities with the New 
York Herald Tribune, Hearst Organization, 
Toilet Requisites, Beauty Bazaar and Toilet 
Magazine. 

Newton D. Lott has been appointed vice- 
president in charge of new business for 
Clover Adea Service, Chicago. He was 
formerly on the copy staffs of the Chicago 
offices of J. Walter Thompson Co. and 
Erwin, Wasey & Co. 

Clark W. Lawrence, until recently asso- 
ciated with W. L. Stensgard, Inc., Chicago, 
is now in the art department of Hugo 
Wagenseil & Associates, that city ’ 
Miss Marie Calhoun Post, formerly with 
the Schrafft’s chain in New York, has 
joined Compton Advertising, Inc., same 
city, as home economist on food problems 


Howard Rose, 
formerly an Ayer 
man, now vice- 
president of Leo 
Burnett Co. 


4 
Underwood & Underwood 


Howard Rose has resigned as account 
executive of N. W. Ayer & Son to become 
vice-president of Leo Burnett Co., Chicago. 

Brown & Thomas Advertising Corp., 
New York, has announced the appointment 
of Mal Murray as head of its media de- 
partment. Mr. Murray has held similar 
posts with Lord & Thomas and Erwin, 
Wasey & Co. 


Account Appointments 

To: Charles W. Hoyt Co., N. Y., A. C. 
Gilbert Co., New Haven, Conn., to place 
the company’s toy advertising (Erector sets, 


Gilbert Chemistry, etc.) . . . Sherman K. 
Ellis, Chicago office, Falstaff Brewing 
Corp., St. Louis . . . Ruthrauff & Ryan, 


N. Y., Prest-O-Lite Battery Co., Indianap- 
olis, and USL Battery Corp., Niagara Falls, 
divisions of Electric Auto-Lite Co. . . . 
Pedlar & Ryan, N. Y., Lady Esther Co., 
cosmetic manufacturers. 

To: G. M. Basford Co., N. Y., Tile 
Manufacturers’ Association, Inc., to con- 
duct a campaign which will be initiated 
in American Home, House & Garden, and 
Home Owners Catalog . . . To Grey 
Advertising Agency, N. Y., Hanes As- 
sociated Mills, manufacturers of circular- 
knit hosiery. . . . Beaumont & Hohman, 
Chicago, Northwest Airlines, Inc. 

To: Cowan & Dengler, N. Y., the fol- 
lowing insurance accounts: Middlesex 
Mutual Fire Insurance Co., Lynn Mutual 
Fire Insurance Co., Citizens Mutual In- 
surance Co., Manufacturers and Merchants 
Mutual Insurance Co., Phoenix Mutual 
Fire Insurance Co., Concord Underwriters, 
and Berkshire Mutual Fire Insurance Co., 
all of New England. 
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PITTSBURGH CALLING$ 


Inviting you to stop at the largest, finest hotel in Pittsburgh. 
e@ Here are 1600 spacious, friendly rooms, every one of them 
with a private bath and circulating ice water @ Here are 5 
great restaurants to choose from—all distinctively different 
@ And here are the finest facilities for conventions and sales 
meetings —large and small. 


RATES FROM 83.50 


HOTEL WILLIAM PENN 


GERALD P. O'NEILL, General Manager 
N. Y. office—11 W. 42nd St. 


ee 


earhorn: 


This popular hotel in the heart of downtown Chicago, is now mag- 
nificently modern from top to bottom —every room refurnished and 
redecorated — all public space thoroughly modernized. Yet its amazingly 


low rates still prevail. 


_— NEW POPULAR PRICED 
$ ." RESTAURANT 
Modern. 
e COCKTAIL LOUNGE 


LA SALLE AND VAN BUREN STREETS 


Opposite La Salle Street Station 


AS SUISILBIAGY 
O04 ALTIAISNIIKI 
GQIisNlIVIN NVA 


SPOTLICWT YOUR TRADE- 
MARK WITH PLAYING CARDS 


BROWN £ BIGELOW 
C Lmembrance Midvertising 


SAtNT 


PAUL, 


MIinNeES OTA 


Over 50% of all rooms $3.50 or less, single; 
$5.00 or less. double 


To Alert... 
SALESMANAGERS 


When routing through 
Central New York, re- 
member Hotel Syra- 
cuse is long on value, 
comfort and _ service. 
Centrally located. 
Four attractive restau- 
rants . restful ac- 
commodations. 


Rates from $3.00 single 
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COMMERCE PHOTO-PRINT 
CORPORATION 
1 WALL STREET 


233 Broadway 
80 Maiden Lane 
Digby 4-9135-6-7-8 


56 Pine St. 
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33 W. 42nd St. 


Booklets reviewed below are free unless 
otherwise specified, and available either 
through this office or direct from the 
publishers. In addressing this office 
please use a separate letterhead for each 
booklet requested, to facilitate handling. 
The address is Sates MANAGEMENT 
Readers’ Service Bureau, 420 Lexington 


Avenue, New York, N. Y. 


Pennsylvania, Ohio and 
Omaha 1938 Liquor Surveys 


The annual analysis of two of the great 
liquor markets of the country, Pennsylvania 
and Ohio, together with a brand preference 
survey of Omaha, have been published and 
are now available to interested marketing 
executives. 

ae 

The Pennsylvania market of $73,000,000 
is analyzed by the Pittsburgh Press, and 
while detailing brand sales for the last six 
months of 1938, brings annual sales com- 
parisons into line with complete county and 
district data for 1935, 1936, 1937 and 
1938. This is the seventh semi-annual 
analysis made by this newspaper, based on 
data supplied by the Pennsylvania Liquor 
Control Board. The gallon sales of each 
brand of liquor selling over 500 gallons in 
the state during the last half of 1938 are 
shown, along with percentage change from 
previous year’s record for same months 
The 1938 dollar sales figure for each of 
the 67 counties is shown, for four years. 

Important points revealed through the 
consistency of this series of studies involve 
the cost factor as well as consumer brand 
preferences in counties and areas.  Pitts- 
burgh, with 11% of the state population, 
is shown to consume 18% of the state's 
liquor, having also the highest per-capita 
sale in the state, $11.35, compared with 
Philadelphia’s $9.76, and the state per- 
capita of $7.54. For copies of “7th Semi- 
Annual Analysis of Liquor Sales in Penn- 
sylvania,” write C. F. Ackenheil, Pittsburgh 
Press, Pittsburgh, Pa. 

»” * © 

The Ohio study, prepared by the Cleve- 
land Press from data from the Ohio De- 
partment of Liquor Control, summarizes a 
$48,000,000 liquor market by districts, 
brands, type and price brackets. Accom- 
panying the study is a large wet-dry map 
in color showing by counties and town- 
ships what problems local option is setting 
up, year by year, for liquor marketers. 
With 807 of Ohio's 1,360 townships now 
forbidding the sale of liquor by the glass, 
and 244 being bone dry, marketing execu- 
tives will find the map and accompanying 
sales analysis a valuable guide in concen- 
trating advertising and sales effort. 


Planning and Merchandising 
Sample copy of our Merchandise Prize Catalog, 


and brochure. “Information on Sales Contest 
Operation,” furnished to ‘sales and advertising 
executives without charge. 
SALES CONTESTS, INC. 
Talbott Realty Bldg., Dayton, Ohio 


Ohio is shown to favor bourbon, on a 
rising trend in 1938, with blends of whisky 
and spirits also increasing, and rye whisky 
declining. Gallonage and ranking records 
of brands and types of liquors are reported 
for 1938 and 1937, with a complete weekly 
recap of all liquor sales since repeal. Aver- 
age family expenditure for liquor in 1938 
was $28.65. Cleveland (Cuyahoga County) 
had highest expenditure of $44.68 per fam- 
ily, and the Cleveland district is shown to 
rank 17th in volume among states, with 
more than any of the remaining 19 liquor 
consuming states. Write for “An Analysis 
of Liquor Sales in Obio, Full Year 1938,” 
addressing Harold A. Rosene, the Cleveland 
Pres Sy Cleveland, Ohio. 

= = 

For a survey showing brand preferences 
in Omaha, Nebr., write T. W. Summer, 
the Omaha World-Herald, requesting 
“Liquor Survey of Omaha, Nebraska.” 
Based on survey among 133 dealers. 


Los Angeles Times Yearbook 


“1939 Yearbook” of the Los Angeles 
Times is a distinguished volume, portray- 
ing the growth of its market, the news- 
papers and their influence among groups of 
consumers, with a complete linage compari- 
son by classifications of advertising. The 
market section relates the buying power of 
Los Angeles in terms of industries and 
their world significance—airplane produc- 
tion, building permits, oil refining, citrus 
crops and other agricultural production, 
tourists and the millions of local citizens 
who constitute the ever growing Southern 
California empire. No statistics—these are 
reserved for the linage pages. Handsomely 
printed and illustrated, with flexible bind- 
ing—80 pages of value to California ad- 
vertisers. Requests to E. A. Hartford, the 
Times, Los Angeles, Cal. 


Medical Mailing Lists 


The 1939-40 edition of Fisher-Stevens’ 
catalog, “Medical Lists Data,” is no doubt 
known to firms selling to the medical pro- 
fession. To any not familiar with this 
completely classified and indexed work, 
showing mailing requirements for physi- 
cians, by states, in the U. S., and in Can- 
ada; osteopathic physicians; dentists; drug- 
gists, independent and chains; hospitals, 
nurses, veterinarians, chiropractors, and 
chiropodists, we suggest inquiry for the 
catalog, addressing J. H. Neilson, Fisher- 
Stevens Service, Inc., 183 VWarick St., New 
York, N. Y. Many of the lists are broken 
down by age groups, city population 
groups, and, in the case of druggists, finan- 
cial ratings. 


Frozen Foods Directory 


One hundred and seventeen companies 
reported to Food Industries their 1938 
frozen food packs, totalling 419,322,000 
pounds. Basing the curve on these and 
previously reported figures, the publication 
plots a probable increase during 1939 of 
31%, and an output of 550,000,000 
pounds. The trend is toward more quick 
frozen foods in consumer and institutional 
packages, and additional products in the 
lines of existing companies, rather than a 
great increase in the number of packers. 
For details of this important market, with 
a list of the entire packing industry giving 
names, addresses, products, type of con- 
tainer, freezing system and (where se- 
cured) amount of pack for 1936, 1937 and 
1938, write M. A. Williamson, Food In- 
dustries, McGraw Hill, 330 West 42nd St., 
New York, N. Y., requesting “Frozen 
Foods Directory, 1939 Edition.” 
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PERSONAL SERVICE AND SUPPLIES 


Cash Basis Only. Remittance Must Accompany Order. 
Classified Rates: 50c a line of seven words, minimum $3.00. No display. 


ADVERTISING AGENCIES 


Sell your product through agents, mail order. 
Resultful classified and display advertising planned, 
prepared and placed in all out of town newspapers, 
magazines at publishers’ rates. Advertisements written 
free. Snappy layout sketch your inch advertisement 
$1. Martin Advertising Agency, 171H Madison 
Ave., New York, N. Y. 


EXECUTIVES WANTED 


SALARIED POSITIONS. $2,500 to $25,000. 
This thoroughly organized advertising service of 
29 years’ recognized standing and reputation, car- 
ries on preliminary negotiations for positions of 
the caliber indicated above, through a procedure 
individualized to each client’s personal require- 
ments. Several weeks are required to negotiate and 
each individual must finance the moderate cost of 
his own campaign. Retaining fee protected by re- 
fund provision as stipulated in our agreement. 
Identity is covered and, if employed, present posi- 
tion protected. If your salary has been $2,500 or 
more, send only name and address for details. R. 
W. BIXBY, Inc., 118 Delward Bldg., Buffalo, N.Y. 


TO THE MAN OF EXPERIENCE. $2,400 yearly 
and up, seeking a new connection, but who wishes 
to protect, beyond question, his identity and pres- 
ent position, this service, established 1927, offers a 
plan especially geared to present day conditions. 
Of equal pertinence is our alternate plan for the 
man, now unemployed, who wants to locate the 
quickest market for his services. Send name and 
address only for particulars. J. T. Jennings, P. O. 
Box 161. Taylor Place, Short Beach, Connecticut. 


EXECUTIVES EARNING $2400 to $25,000. Vo- 
cational relations counsel of demonstrated ability 
conducts confidential introductory employment ne- 
oe meg keyed to the qualifications presented. 

aders of industry, and those of your choosing, 
contacted in your locality, or elsewhere, through 
personalized advertising campaign at moderate ex- 
pense. If you have the initiative to press on towards 
a higher paying position, this organization may be 
the medium of achieving your ambition. Write for 
full information to VOCATIONAL INTERMEDI- 
Lead 1428-30 National Bank Building, Detroit, 

ichigan. 


HELP 


WANTED 


SALES ORGANIZER, DISTRIBUTOR, NEW 


unique advertising matter, big repeater, big profits. 
Exclusive territory, drawing account if you can 
qualify. IPS, 6406 Sunset Blvd., Hollywood, Cal. 


SERIOUS MINDED MEN, SEEKING A BONA 
de opportunity to engage in a congenial and 
profitable endeavor, are invited to correspond with 
this company — for more than a half century spe- 
cializing in the manufacture of Iron and Wire 
Fences, Iron Railings, Wire Guards, Wire Partitions 
and similar metal products for residences, estates, 
industrial properties and institutions. The greater 
volume of this business is obtained through local 
connections. Many sales representatives have been 
with our company for years and have found the 
connection altogether satisfactory and profitable. A 
few territories are available and no investment in 
samples or stock is required. This is definitely not 
an opportunity for adventurers or those seeking a 
short cut to success. It is an opportunity for men 
who wish to work conscientiously to enjoy the 
profits that are available. If you are interested in 
entering a business that offers a real future, write 
for full particulars, giving detailed qualifications in 
first letter. All replies held in strictest confidence. 
Address W. S. Rich, The Stewart Iron Works Co., 
Cincinnati, Ohio. 


INDUSTRIAL LINES WANTED 
PRODUCTIVE SALES REPRESENTATION 
Energetic sales producer with ten years experience 

calling on industrial trade desires to represent re- 

liable manufacturer on commission basis in Chicago 
territory. 

Has good following in industrial field and can 
assure manufacturer type of representation he is 
looking for. References furnished as to character 
and ability. Reply, Box 638 SALES MANAGEMENT, 
420 Lexington Ave., New York, N. Y 


INDUSTRIAL LINES WANTED (Con’t.) 

AN EXPERIENCED SALES REPRESENTATIVE 
of broad background in the industrial field wishes 
to take over the representation of several Grade-A 
products, non-competitive, selling to the industrial 
field. Office in N. Y. City has been established for 
over 15 years. Thoroughly familiar with Atlantic 
Seaboard industries, and competent, through seven 
years residence in Latin America, to develop export 
outlets. Graduate of Lehigh University. He seeks 
quality products sponsored by well-established manu- 
facturers and prefers products which sell upon a 
repeat-business basis. Address Box 641, SALES 
MANAGEMENT, 420 Lexington Avenue, New York 
City. 


LINES WANTED 


THE FOLLOWING SALESMEN AND/OR 
sales organizations have filed with SALES MANAGE- 
MENT bids for new or additional products to be 
sold in the territory designated. Manufacturers in- 
terested in establishing contact with any of these 
sales representatives should mention the key-number 
at the beginning of the advertisement. This depart- 
ment is conducted solely as a service and SALES 
MANAGEMENT cannot guarantee the integrity of any 
of the individuals or firms represented in this list. 
To the best of our knowledge they are reliable. 
Address: READERS SERVICE DEPT., 420 Lexing- 
ton Ave., New York City, N. Y. 


Ag-32. Territory: Ia., Wisc., Minn., hdqrs., Minne- 
apolis. Wants machinery or supplies selling to 
feed, flour & soy bean trades. 


Ag-33. Territory: Eastern & western Canada, hdqrs., 
Toronto. Wants automotive & hardware supplies. 


Ag-34. Territory: Mich., Ind., O., Ill., Ky., hdqrs., 
Detroit. Wants any specialty selling to builders of 
moderate-priced homes. 


Ag-35: Territory: Baltimore, Philadelphia, Dist. 
of Columbia, hdqrs., Lansdowne, Pa. Wants drug 
store item with repeat possibilities, no novelties. 

Ag-36: Territory: Pa., N. J., Del., Md., D. of 


C., Va., hdqrs., Philadelphia. Wants additional line 
selling to stationery, gift or drug trades. 


Ag-37: Territory: Chicago, N. Ill., hdqrs., that 
city. Wants products selling to industrials. See 
Box 638. 

Ag-38: Territory: New England, hdqrs., Boston. 


Wants pork products, provisions and canned meats 
selling to jobbers and retail trades. 


Ag-39: ‘Territory: N. Y.-Atlantic Seaboard, hdqrs., 
New York City. Wants several Grade-A, non- 
competitive products selling to industrial field. See 


Box 641. 

Ag-40: Territory: New England, New York City 
and state, N. J.; hdqrs., New York City. Wants 
products adaptable high school science and English 
students and teachers. 


MAILING LISTS — 


SPECIAL MAILING LISTS. CHEMISTS, AC- 
countants, Credit Managers, Sales Managers, Traffic 
Managers, Export Managers, Purchasing Agents. 
Officials of Corporations, High Salaried ecutives. 
Write RESULTS ADVERTISING CO., MAILING 
LIST COMPILERS, 709 Pine Street, St. Louis, Mo. 


PHOTO AD-CARDS 


WHAT'S NEW?—OUR ADVERTISING CARDS 
are outstanding and distinctive: They go straight to 
the man who buys and they sell him your product: 
Don’t overlook this economical and effective means 
of getting orders: Used by large and small concerns: 
Attractive NEW samples free: Write today. 
GRAPHIC ARTS PHOTO SERVICE, Hamilton, Ohio 


POSITIONS WANTED 


TOP FLIGHT SALESMAN, MANAGER, NOW 
investigating Opportunities greater service — present 
position major manufacturer; new accounts inc reased 
hundred percent—profitable acquaintance here, abroad 
—Wide knowledge Industry, many lines; only 40, 
married — Educated Carnegie, Columbia, marketing, 
engineering. Write or wire Box 629, SALES MAN- 


AGEMENT, 420 Lexington Ave., New York, N. Y. 


APRIL 20, 1 


POSITIONS WANTED (Continued) 


CANADIAN REPRESENTATIVE 

Reciprocal tariff accord has made new oppor- 
tunity for American manufacturers. Experienced sales 
representative, Canadian born, covered Canada coast 
to coast 7 years, having good Canadian connections, 
expert knowledge of Canadian people and business 
methods, 15 years’ sales experience in the U. S.; 
invites correspondence with manufacturers desiring 
to open Canadian territory. Address Box 639, SALES 
MANAGEMENT, 420 Lexington Avenue, New York 
City. 


WHAT SMALL FIRM WANTS ENERGETIC 
young sales manager (30, married, 2 years college) 
who knows what it is all about and how to get 
results. 10 vears’ experience in advertisine. sales 
promotion and personal selline. Now N. E. Sales 
Manager moderate salary. Will go anvwhere. Box 
644, SALES MANAGEMENT. 420 Lexington Avenue. 
New York, N. Y. 


REPRESENTATION WANTED 

THE FOLLOWING MANUFACTURERS HAVE 
filed with SALES MANAGEMENT bids for sales rep- 
resentation in the territory or territories described, 
for lines designated. Sales agents interested in estab- 
lishing contact with any of these manufacturers 
should mention the key-number at the beginning of 
the advertisements. This department is conducted 
solely as a service and SALES MANAGEMENT can- 
not guarantee the integrity of any of the individuals 
or firms represented in this list. To the best of our 
knowledge they are reliable. Address: READERS 
SERVICE DEPT., 420 Lexington Ave., New York 
City, N. Y 
Mf-12: Product: Advertising products, 
Territory open: Atlanta, Memphis, 
Kansas City and Dist. of Columbia. 
Mf-13: Product: Patented air circulating & cool- 
ing units. Territory open: Northern Cal., Ore., 
Wash., Rocky Mt. states including Denver, Col. 
Mf-14: Product: Service baskets and strollers for self- 
service or wholesale groceries; utility baskets and 
housewares for department, hardware, sporting g 
and drug stores. Territory open: Cal., Fla., Minn., 
western Pa. 
Mf-15: Product: Ladies’ hosiery selling to retailers. 
Territory open: Southern, southwestern & mid-west- 
ern states. 
Mf-16: Product: Heating specialties, high-low-pres- 
sure. Territory open: St. Louis, Memphis. New Or- 
leans, Tampa, San Francisco, Kans., Mont., Ore., 
Wash., Omaha, Tex. 
Mf-17: Product: White 
open: National. 
Mf-18: Product: Paint & varnish selling to hard- 
ware, lumber & auto accessory accounts. Territory 
— N. M., western Tex., Idaho, Nev., western 
al. 
Mf-19: Product: 
ritory open: 
Tex. & Okla 
Mf-21: Product: Coffee brewers. Territory open: 
S. E. states, including Atlanta, Ga.; Nebr., Ia., Min- 
neapolis, St. Paul. 
Mf-22: Product: Grocery specialties. Territory open: 
Most states north of Ohio and east of the Mississippi. 
Mf-23: Product: Artware selling to department 
stores, etc.: faience tile, to building contractors. Ter- 
ritory open: National. 
Mf-24: Product: Building maintenance supplies; 
pipe joint compound for industrial use. Territory 
open: National. 
Mf-25: Product: Electric 
tool drives. Territory open: 
eastern trading centers. 
Mf-26: Product: Industrial floors; waterproofing. 
Territory open: National and Canada. 
Mf-27: Product: Established marketing company 
now selling automotive jobber and industrial field. 
Territory open: National, or New York metropolitan 
area, 
Mf-28: Product: Wire and fibre rope preservative 
for industrial use; auto and furniture polishes. Ter- 
ritory open: National. 


PRODUCTS: MAINTENANCE PAINTS, ENAM- 
els, Varnishes, Glazing and Caulking Compounds, 
Roof Coatings, Cleaning Materials, Disinfectants, De- 
odorants, Floor Finishes, etc., for industrial plants, 
institutions, office buildings, dealers and jobber trade. 
Give complete details in confidence, also territory 
covered. Box 637, SALES MANAGEMENT, 420 Lex- 
ington Avenue, New York, N. Y. 


novelties. 
Indianapolis, 


shoe cleaner. Territory 


Beverage cooling equipment. Ter- 
Denver & West, S. E. states, including 


motors and machine 
New England and 
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RANGES VERSUS BEER: Newspaper headlines 
and radio commentators continue to keep us more 
or less dizzy with the incongruities of international 

politics and of international economics, especially as the 
latter relate to trade barriers. Apparently, however, this 
foreign news serves as a smoke screen for the incongruities 
or worse which are occurring within our own borders. 

Certain business factions and their political allies evi- 
dently believe in the economic wisdom of trying to legislate 
business for the benefit of a given state or city as against 
any and all other states and cities. This is, of course, not 
literally true because more often than not the trade barrier 
type of local legislation has arisen only after certain other 
types of taxes and regulatory laws had been adopted in a 
state with a view either to balancing its fiscal budget or to 
assuring sounder economic functioning within its own 
domain. Neverthless, if sntrastate legislation is of such a 
character that sooner or later it necessitates snterstate trade 
barriers it must finally be judged in the light of what it is 
doing to dismember our country as a whole. 

To some, this foreboding may seem unduly alarming, but 
to company executives who have been carefully following 
state legislative trends during recent months, it must sound 
much more like understatement. For example, it has been 
proposed that California place an embargo on eastern beer, 
this proposal in turn causing a midwestern editor to re- 
taliate with warnings of eastern embargoes on the San 
Francisco World's Fair, on California products in general, 
and on California wine and oranges in particular. Hence, 
the title of this editorial, which is merely symbolic of the 
battle of commodities and the war between states which 
can and will ensue if the trend toward trade barriers 
between individual states is not stopped. 

Another report coming in from Ohio tells about the pro- 
posal in that state to require all state institutions supported 
by state taxes to purchase Ohio-mined coal. If passed, it 
would probably have put into effect a West Virginia Re- 
taliatory Law, which would prevent all West Virginia in- 
stitutions supported by taxes from buying anything from 
the state of Ohio. Fortunately, the subterfuge for limiting 
trade between states which was originally proposed in Ohio 
was defeated, largely through the cooperation of the Sales 
Executives Council of Cincinnati. 

Who knows where this sort of thing will break out next 
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in just what form, and affecting just whose business? 


To be sure, sales executives have become increasingly aware 
of this new danger to the welfare of interstate commerce and 
already both Secretary of Commerce Hopkins and President 
Roosevelt have publicly denounced the destructive trend 
which is cropping up and showing signs of accclerating. 
But this cancerous growth does not find its genesis in the 
legislative halls of Washington; it is one that requires 
concentrated attention within the individual states. 

Apparently the retail sales tax has adequately proved its 
ability to produce revenue even under generally unprosper- 
ous conditions although in many cases it has been used 
merely because it represented an untapped source for rev- 
enue-hungry legislators, But in its wake, naturally comes 
the public tendency to purchase outside of the sales tax 
area. This latter practice in turn foments a demand for 
the so-called use-tax, which aims to make products bought 
outside of a given state bear the same tax cost as those 
bought within the state requiring a retail sales tax. 

Then too, the state variations under such other legislative 
headings as ports of entry and agricultural quarantine laws, 
inspection, license and registration taxes, are amplifying 
the trend which is highly abortive to interstate commerce. 
Again, there are wide state variations in the so-called trade 
practice and fair trade laws under such headings as loss 
leader, price maintenance, below cost and selling, mini- 
mum mark-up laws. Developing also is the legislative 
effort of labor factions to protect products based on rela- 
tively high wages against competitive products from outside 
states which have been produced at relatively low wages. 

This nationwide situation naturally worries sales execu- 
tives and company presidents. It should. But it also should 
worry legislators who are sincere in wanting to create a 
prosperous and unified country. National marketing, yes, 
even sectional marketing, is at stake. 

Just what should be done about it all? The very magni- 
tude of the problem means many minds must go to work. 
To this end we invite comment from our readers. Will you 
volunteer to contribute your thoughts in letter form? 

It is a national problem for business as a whole. Xt will 
require time and effort of experts and it will entail a fairly 
sizeable sum of money. But the cost is bound to be small 
in comparison with what is at stake both for individual 
companies and for the nation as a whole. 
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IS THE LADY WITH 
THE PURSE ..... 


Are her dollars spilling toward YOU? 


Over in the next block, in a mansion on the heights, in a side-street walk-up, out on RFD 
route #3, lives the woman who is or should be your customer. And whether her household 
money is reckoned in thousands, or in a few carefully budgeted dollars, she takes pride 
in being a canny buyer, a home manager who gets the most out of every cent she spends. 


Are you getting your share of the money she spends? Yes, if what you sell pleases her. 


Many and varied are her reasons for satisfaction—or lack of it. Your product, your pack- 
age, your advertising, those who sell for you .. . She reckons them all in her appraisal of you. 
TO GET HER TRADE YOU HAVE TO KNOW HER REASONING. 


Ross Federal can find out these vital facts for you. In town, city, or farm from Coast to 
Coast, trained Ross Federal representatives can go straight to your market, your 
customers, your dealers — to question them — learn trom them the accurate reasons for 
HOW, WHEN, WHERE, WHY, they buy. Learn from them how effective is your adver- 
tising, how well esteemed your product, hcw sales-worthy your package . . . These and 
the numerous other puzzling questions which can have so vast an effect on your sales. 


Here is how we can help you increase earnings 


Ross Federal’s force of nearly 4,000 trained, professional representatives can: 


—Perform these important jobs for you— —See that full stocks are maintained at 


quickly, economically and accurately. your dealers. 
—Place selling displays at point of sale. 
—'‘‘Consumer test” your market, in tens or eae te tele inh een dle 


in thousands, anywhere in the country. 


—Study personally your retail outlets; learn 
from dealers how your product rates with 


them, how it meets your competition. 


scope to your advertising and merchan- 
dising programs. 


—Provide you with a nationwide organiza- 
tion, to follow your ideas, help solve your 
problems, handle your sales detailing. 


ROSS FEDERAL RESEARCH CORPORATION 


EXECUTIVE OFFICES: 


18 EAST 48th STREET, NEW YORK CITY 


Professional Representatives, All Bonded, 3700 of Them From Coast to Coast 


market. 


From the 


150,000,000 


more meals a year! 


( VIER 50,000,000 more breakfasts . . 
50,000,000 more lunches . . . 50,000,000 
more dinners— to satisty the annual require- 
ments of the expanding daily audience of the 
Chicago Tribune calls for more than 
150,000,000 more meals today than in 1934. 
During the past five vears the Tribune’s 
daily market has been increased by more than 
140.000 familie more familes than live in 
cities the size of Buffalo, Cincinnati, New 
Ork ans, Minneapoli ~Washingtonor Newark. 
In itself, this new slice of buying power 1s 
an inviting marker for any product. Yer it 
represents only 16°%, of the huge market repre- 
sented by lribune total daily circulation in 
March this vear— more than 900,000 net paid. 
ribune average net paid total daily circu- 
lation during March broke all records for any 
month in history. The vain in March Was 
50,000 over the same month last vear, 90,000 
vo and 110000 over 


ovel Mare hy two Vears 
Varch five years a 
ach month for 37 consecutive months 
‘Tribune total daily circulation has registered 
a gain over the same month in the preceding 
vear —adding thousands of new families who 
look to the Tribune for news and entertain- 


ment—and buying idea 


+ * o 


“Enlarging our factory 


for the fourth time” 


In February, 1938, Straus & Schram, well 
known Chicago furniture establishment, 


On the evening of March 29, some 19,000 fans 
jammed the Chicago Stadium to see the twelfth 
annual Intercity Golden Glove Championship 
Tournament jointly sponsored by the Chicago 
Tribune and the New York News. Nineteen eve- 
nings earlier another capacity crowd packed the 
same arena forthe finals of the Chicagoland Golden 
Gloves Tournament sponsored by the Chicago 
rribune 


_ S and ( nt avout the World 
c/s 
Greatest 4 j it 


Models, wearing new modes received a few hours 
before from Paris, ave posed before the Chicago 
Tribune's one-shot natural color camera by color 
photographer George Greb (eft), while Edward 
Johuson, Tribune color studio chief, sees that the 
lighting is correct. This activity is typical of the 
aggressive editorial policy which spares no effort or 
expense to make the Tribune Chicago's most inter- 


esting newspaper. 


started to advertise its re-upholstering ser- 
vice in the Chicago Tribune. 

On March 15, this year, Lewis J. Solomon, 
advertising manager, Straus & Schram, wrote: 

“We have been using the Tribune ever 
since we started our re-upholstering factory 
and have never failed to make it produce 
inquiries at a lower cost, and actually close 
more sales per inquiry than any other medium. 

“In fact we have hardly missed two ads 
per week for many months. During the week 
of March 5, we ran upholstery ads in your 
Sunday and Tuesday issues. The results 
swamped us. 


“As a result of the Tribune’s advertising 
responsiveness, we are enlarging our uphol- 
stering factory for the fourth time, and em- 
ploying more men. In fact we now have the 
largest re-upholstering factory in Chicago.” 


* * * 


The cost of reaching a family with a year’s ad- 
vertising campaign of 5,000 lines in black and 
white in the Chicago Daily Tribune is less than 
that of a handful of peanuts. (To be exact, 
006c per family.) 


* * * 

BASIC MEDIU Chicago drug 

and depart- 
ment stores know that the Tribune is 
without rival as a selling medium for 
toilet goods and drugs. Consequently, 
drug stores and the toilet goods and drug 
departments of department stores last 
year spent more of their Chicago news- 
paper advertising budgets in the Tribune 


.«-1 50,000,000 extra meals 
...Grocer’s experience ... Peanut yard- 
. Pair of full 


houses... As drug and cosmetic retatlers do 


Paris fashion 
stick... Adequate selling... 


... Factory enlarger... About circulation. 


TOWER 


J 


than in all other Chicago news- 
papers combined. 


(ne customer or one market well sold 
is better than two half sold. 

An adequate schedule in the Chi- 
cago Tribune with its majority cov- 
crave of Chicago and suburbs is the way to 
win and keep this market well sold. 


* a * 


“Products promoted in 
the Chicago Tribune 
are the most popular in 
Rogers Park” 
GUNNAR SWENSON 


Chicago Grocer 


“TI like to handle the lines and products 
which are good advertisers in the news- 
paper,’ says Gunnar Swenson, Chicago 
grocer for twenty-six years. ‘‘And,” he 
adds, “products promoted in the Tribune 
are the most popular of all.” 

In the Rogers Park district in which the 
Swenson store is located, there are 25,995 
families who buy 24,268 Tribunes on week- 
days and 23,330 copies on Sunday. 

As in Rogers Park, the selling influence of 
Tribune circulation penetrates deeply into 
every neighborhood and suburb of Chicago, 
reaching consumers in all levels of family life 
regardless of income grouping. Mr. Swenson’s 
comment on the productivity of Tribune ad- 
vertising is typical of the attitude of Chicago 
vrocers aS a group. 


* * * 


CHICAGO TRIBUNE CIRCULATION 
Daily in excess of 900,000 
Sunday in excess of 1,100,000 


